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This Month We Salute... 
yh The Kimbell Candy Company 


























it’s a matter of pride with us that, no matter 
what your flavor problem may be, we have 
usually come up with the one right answer! 


Backed by 146 years of research, we have 
put all our “know-how” into perfecting 
the COSMO LINE to a point where each 
and every one of the more than 85 COSMO 
flavors is the last word in Quality, Charac- 
ter and Economy. 


Place an order today for a trial gallon... 


and see for yourself why so many insist 
on COSMO...“and nothing else but!” 


Dodge & Ulcott Company 
180 VARICK STREET, NEW YORK 4, N. ¥. | 
BOSTON + PHILADELPHIA + CHICAGO «= ST.LOUIS ~ LOS ANGELES 
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ONLY SELECT-QUALITY, yellow soy- 

beans are used, dehulled prior 

to extraction to insure freedom IT 1S LIGHT IN COLOR, neutral in 

from undesirable waxes in the odor, bland in flavor, made 

finished product. from freshly extracted soybean 
oil which has been subjected to 
a special deodorizing process. 


1T 1S LABORATORY CONTROLLED 


from bean to finished product, { THERE IS A CHOICE of types to fit 
processed entirely by one or- i every need... Centrol (regular 
ganization, using the most mod- Lecithin), Centrol Il (fluid, 
ern methods and equipment. mes: softer type), Centrol B 
~~ (bleached) and Centrol B-2 

(fluid, bleached). 


CENTROL IS MADE by one of the 
world’s largest soy processors, 
known for reliability as a 
source of supply. 


Centrol is available in 25, 50, 125, 225 and 500 Ib. drums. 


FREE !..., COMPARATIVE TESTING. If you now use 
Lecithin, mail coupon, today, for FREE sample of Centrol. See for 
yourself why so many of America’s largest users of Lecithin are now 
specifying CENTROL. 


CENTROL 


LECITHIN 


Laboratory-controlled from bean to finished product 








A product of Central Soya Co., Inc., Fi. Wayne 2, Ind. One of the 
world’s largest soy processors ...makers of Mel-K-Soy, Hi-Soy, Soywip 
Canada Distributor: H. Lawton & Co., Toronto 
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THERE'S A DIFFERENCE in 





For Creams and Fondants: 


FRITZBRO FRUITBASE RASPBERRY IMITATION 
FRITZBRO AROME RASPBERRY IMITATION 


For Hard Candies and Jellies: 


FRITZBRO HARD CANDY FLAVOR IMITATION RASPBERRY 
EKOMO FLAVOR IMITATION RASPBERRY 
FRITZBRO SUPERAROME IMITATION RASPBERRY 
OIL SOLUBLE RASPBERRY IMITATION No. 11978 
OIL SOLUBLE RASPBERRY IMITATION No. 13205 

. and OTHERS 
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FLIAVORS 











. And it’s a mighty big difference, too, especially 
when you consider what that difference means to you 
in repeat sales . . . when the satisfied customers who 
have tried your FRITZSCHE FLAVORED confections 
come back for more! Then you'll appreciate the differ- 
ence in quality, the difference in taste and the differ- 
ence in final cost that have made Fritzsche's popular, 
true-to-type Raspberry Flavors such favorites among 
the makers of fine confections. Let us prove their su- 
perior qualities by sending you, free of charge, a prac- 
tical test sample for trial and comparison. 


FRITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW Gabe i] 
BRANCH STOCKS 
BOSTON CHICAGO LOS ANGELES * Louls TORONTO, CANADA MEXICO, D. F 
eactroreres at curtreroen n ano Sterecans var ese ance 
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PORTABLE FIRE MIXER. 
Reduces labor cost. 





Exclusive break back 
Moter drive only. 
Sizes 12, 17 and 20 gallon capacity. 


“Candy 
Is 
A 
Fighting 
Food!" 


More beating space for volume. 
150 an2 200 pound sizes. Belt or 








MARSHMALLOW BEATERS. 100% 


Faster heat dis- 


VICTORY FIRST--Then Savage Machines 


“The revocation of Limitation Order L-292 which controlled the production and delivery of 
food-processing machinery, has been announced by WPB, in line with the national policy 
from June issue of stepping up the food program.” This does not mean that orders for 
SAVAGE equipment can be filled immediately since we must still wait for the availability 
of raw materials from which to make the equipment before orders can be filled. 


BACK 
THE 
ATTACK 


Buy 
War Bonds 


Savage Machines Will Help Speed Your Production. 


SAVAGE BROS. CO. 


CHICAGO, 


2638 GLADYS AVE., 









TILTING MIXER. Adaptable for caramel, nougat and coco- 
Double action agitator. 
i Sizes 25, 35 and 50 gallon. 

SAVAGE is backing up our fighting men by maintaining the 
equipment, which carries the SAVAGE name, in tip-top condition 
so that the manufacture of “Candy, the fighting food”, is not slowed 
down. SAVAGE maintains a service department, which is ready to 
help you keep your SAVAGE equipment running. Our equipment 
is built to take hard wear. Get longer service from these machines 
by keeping them in constant repair. There’s hardly a plant in the 
industry which does not have some piece of SAVAGE equipment, 
giving faithful and efficient service. 


SAVAGE has given almost a century of service to manufacturing confection- 
ers. This long record of high-quality machinery production plus efficient repair 
service has made the name SAVAGE synonymous with candy machine quality. 











Since 1855 


ILLINOIS 
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pry MILK... From LAND ©: LAKES ..- For 


ay. aoe 


Up goes your quality...up go your 
sales...up go your profits...when you 
use QUALITY dry milk...the kind 
that comes from the Land O’ Lakes... 
most productive dairy region on earth. 


LAND 0’ LAKES 
DRY MILK 
is Quality-Controlled| 


From the world’s finest dairy farms... ' 
to our modern drying plants to your 
plant...every step of production is 
quality-controlled on Land O’ Lakes 
dry milks (nonfat, whole and butter- 
milk...both spray and roller process). 
Every shipment is /aboratory checked! 
Establish a source of supply now! 































Write, wire or phone Land O’ Lakes Branches 


New York City 7,N.Y Charlotte 4,N. C. Pittsburgh 22, Pa. 
Newark 5, N. J. Atlanta 2, Ga. Buffalo 5, N. Y. 
Jamaica 2,L.1.,N.Y. Kingston, Pa. Syracuse 1, N. Y. 
Philadelphia 23, Pa. Boston 13, Mass. Detroit 16, Mich. 
Baltimore 1, Md. Spingfield 1, Mass. Cleveland 15, Ohio 
Washington 4, D. C. New Haven 3, Conn. Chicago 7, lil. 
Richmond 20, Va. Providence 3, R. |. Milwaukee 12, Wis. 


LAND OLAKES 


CREAMERIES, INC. 


MINNEAPOLIS 13, MINNESOTA 


¥ wt iy , ; if 
hadi. Sik Ss L Aad 
> SERS Sb bs / 


\ Also Famous For 
\JOXe LAND O'LAKES SWEET CREAM BUTTER 


for August, 1945 page 7 


























QUICK QUIZ: 





Are you in a fog about the future? 


Is it a question of: Standardizing coating oper-— 
ations and saving sugar? 


Maintaining production sched— 


ules and operating efficiently Cooling centers quickly, 
regardless of weather or season? thoroughly and uniformly? 
Avoiding tackiness in hard Avoiding discoloration of 
candies and loss of quality chocolates during dipping 
in the package? and enrobing? 


KASY ANSWER: 





COME TO CARRIER for the best in 
modern air conditioning! Thoroughly 
experienced in the confectionery 
field, Carrier can provide the most 
competent engineering and the most 
advanced equipment for post-war 
installations. Carrier's broad war-— 
time activities have resulted in 
some remarkable new developments 
that have definite advantages for 
you. Consult Carrier first. Write 
fully NOW about your post-war plans 
for air conditioning, refrigeration 
or unit heating. 


Carrier Corporation, Syracuse, N.Y. 











Carrier 
ee ol 


AIR CONDITIONING ¢ REFRIGERATION 
INDUSTRIAL HEATING 
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H-AOUAS TAM co’ 
° 1851 
WO PCELTELTE & COMPANY, INC. 


e 89 PARK PLACE, NEW YORK 


© 11-13 E.ILLINOIS ST., CHICAGO §©=—- Yas Prrduccons of lerllyfeed Colors 


e 4735 DISTRICT BLVD., LOS ANGELES 
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FROM THE CONSUMER’S STANDPOINT 


Here are three things the public will expect: 
Candies with new features — Different flavor 
— Different texture — Different combina- 
tions, and an eye appeal that will create 
desire. All three features can be created by 


the FLOW-MASTER. 


FROM THE PRODUCER’S STANDPOINT 


Candies must be produced at lower cost. That 
means if ingredients cost the same — or 
more — savings must come out of reduced 


cost of processing — better dispersion of 


CANDY MAKING 












sion — finer texturization — better homogen- 


ization to bring all ingredients into correct 


relation to each other. All these can be pro- 


duced by the FLOW-MASTER. 


FROM THE DISTRIBUTOR’S STANDPOINT 
Candies of the future must have more sales 
appeal — longer shelf life — oil bleed must 
not be permitted. Perfect dispersion and 


stabilization is the answer and again the 


FLOW-MASTER will do it, so: 
Better learn what the FLOW-MASTER will 


do for you before you buy any new equip- 





ingredients — better mixing - 


“PROCESSED ON A FLOW-MASTER IS THE FINEST 
THING THAT CAN BE SAID OF ANY PRODUCT” 





FLOW-MASTER KOM-BI-NATOR 


better suspen- 


ment. 














HAVE YOU A PUMPING PROBLEM? 
The FLOW-MASTER transfer — me- 


tering or proportioning Pumps will 
handle anything that can be pumped. 
The only pumps, so far as we know, 
that have automatic compensating 
wear control that maintains volumet- 
ric efficiency. They work under high 
or low pressure — have constant non- 
pulsating delivery — high vacuum. 


Send for Literature 





FLOW-MASTER PUMP WITH SPEED REDUCER 


MARCO CO. Inc., 3rd and Church Street, Wilmington 50, Del. 


Established 1936 
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EVERY a PRODUCT M HT 









BECAUSE OF 
TIRELESS RESEARCH 


BECAUSE OF 


CONSTANT CONTROL 


AITH in the American Food Family 
saves time and trouble for busy 
confectioners who cannot afford to experi- 


ment. To those in the nation’s leading candy 





plants, the trade name American Foods signi- 
fies (1) that the product was developed to the 
highest human degree of perfection before it 
was introduced, and (2) that it has been held 
rigidly to scrupulous standards throughout all 


manufacture. It can mean the same to you. 


& 
INGUCaN 
POOD LABORATORIES, INC. 


860 ATLANTIC AVE. BROOKLYN, N. Y. 





a a nmr me 





This distinctive, concentrated form of pure coffee 
was developed to make the “Good Neighbor Flavor” 
ultra convenient and economical for confectioners 
to use, It gives superior results in Cream Centers, 
Caramels, Hard Candies and Chews such as illus- 
trated above. American Food’s Dutch Hopjes Type THE AMERICAN FOOD FAMILY OF DEPENDABLE CANDY INGREDIENTS 
Flavor is a delightful variant for Hard Candies. 

Write for complete information about both. 





Fault vans CeoncenTaare WARD CAROV Tave Fault waetce 


EmULSIONS Cevisions Fault Fravoas Cxurrmacts COuPourcs 
F.avors 
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It DOESN’T TAKE EXTRA 
MAN-POWER! ee3y 
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—to increase your production, 


improve quality and cut unit costs 


with soy flour. Read why! 


You needn’t take valuable time or man- ance, texture and keeping quality, without 
power to get the full benefits of soy flour! changing flavor! Third, it increases nutritive 
You don’t need extensive tests. You can value considerably by supplying high-qual- 








simply add soy flour to your regular for- 
mulas with very slight changes—as many 
leading confectioners have already done! 


And the advantages you get are impor- 
tant! For added as an extra, enriching in- 
gredient, Staley’s modern, bland soy flour 
does all these profit-making things: 


First, it increases production. Second, it 
can improve the finished product in appear- 


ity proteins, vitamins and minerals. Fourth, 
it decreases unit cost— because soy flour 
costs less than the average of other ingre- 
dients. 


We'll be glad to demonstrate the specific 
advantages of using soy flour in your for- 
mulas. So why not send the attached cou- 
pon—it may solve many of your present- 
day problems! 











| | 

i A. E. Staley Mfg. Co., Dept. MC-8 i 

i Decatur, Illinois i 

1 Please give me further information on the uses of r 

‘ soy flour in 1 

Pa Ome es | Fo ee 
Bik he el Ok cis ni kau iss ae A edibabe HOE ae ean | 

M > ' ‘ 

fg P 0. i NG Hiebrcnrends seen kWaneesenesbeehatweckas a 

Industrial Sales Division, Decatur, Ill. : i 
NG dag tad ce sae cnn be cadercuseaneks mes i 

STALEY’S HI-FAT SOY FLOUR t | 
STALEY'S LO-FAT SOY FLOUR - Rr Ske tagcns osu aucawein een ee : 

Semns t., Date, 0s Geen ties Wee, Senteesl 28, Quebec, Canada Law ae ee eee ee eee eee eee ee 
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The “choosier" you are . .. the more 
you'll feel at home with this infinite variety 
of "W & S" Vanillas! 





ls it delicate flavor you're after? ... 
you'll like XXX Mexican Vanilla. 


Full bodied strength? . . . try Diamond 
Vanilla, pure extract of prime Bourbon 
beans. 








Economical blending of pure Vanilla 
with vanillin and coumarin? ...W &S 
Confectioners’ Special was made for youl 
Dozens of other qualities, strengths and 
blends, too! Just consult ""W & S"! You'll 
meet with practical understanding of con- 
fectioners' problems . . . plus the scientific 
knowledge of our own laboratory .. . the 
combined result of 60 years of serving 
your trade. 


WOOD & SELICK, Inc. 


New York 13, N. Y. 
Chicago 10, Ill. Baltimore 2, Md. 
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The name Warren Bros. on chocolate molds has become the “symbol” 
of quality throughout the industry. Improvement in design and manu- 
facture have continued during the war period, and the post-war mold 
by Warren will be better than ever in performance and durability. 





With our new modern plant and expanded facilities we will be ina . 
position to fulfill the immediate post-war requirements of the 
chocolate manufacturers. 


“‘For Years the Leading Manvfacturer of Checelate and Ice Cream Melds’’ 


WARREN BROS. CORP. 





Formerly Eppelsheimer & Co. 
Sales Office: 34-44 Hubert St., New York, N. Y. — Factory, Cranford, N. J 
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FIRST IN AMERICA 
BY MORE THAN 4 TO 1 


Over 80% of all the Lemon Oil used Exchange Lemon Oil delivers FLA- 
in America is Exchange Lemon Oil—- —=VOR, CLARITY and UNIFORMITY not 
over four of every five pounds. found in any other Lemon Oil. 


This overwhelming endorsement by When you buy Lemon Oil... buy 
the trade is your assurance that Exchange. 








Distributed in the United States exclusively by 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York, N. Y. 


DODGE & OLCOTT COMPANY 
180 Varick Street, New York, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 





U. Ss. P, 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF. 


Copyright, 1945, California Fruit Growers Exchange, Products Dept. 
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in the manufacture of 


CAST JELLIES « SLAB JELLIES 
CHOCOLATE-DIPPED JELLIES 


PAN WORK « SLICES « CARAMELS 


if 


SAVES SUGAR a 


Write for free sample, and ask 
for recipe M. Consult our 
Service Department on any 


production problem. 


MANUFACTURING SPECIALISTS TO THE FOOD INDUSTRY 


245 Seventh chsenue, Aew Yotk, ALG. 
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A NEW, WET TYPE 


CORN POPPER 


AVAILABLE WITHOUT PRIORITY 


NO J 
THAT GIVES YOU 


© GREATER CAPACITY 

® MORE PROFITS 

® REVOLUTIONARY DESIGN 
© LOWER PRICE 








MODEL A TYPE 1 


Floor Space 25"x28"'x63" high. 
110 Volt A.C. 

Any Kind of Gas 

Price $495.00 Net 

Capacity 13/,-2!/, Ibs. 

Speed 13/,-2 minutes. 
Production 50-60 Ibs. per hr. 
F.O.B. Chicago 


MODEL A TYPE 2 


Floor Space 28" x 55" x 63" high. 
110 Volt A.C. 

Any Kind of Gas 

Price $970.00 Net 

Production 100-120 Ibs. per hr. 
F.O.B. Chicago 





We also design and install complete 
Popcorn Plants with elevators and hop- 
pers for shelled corn; popping, convey- 
ing, grading and bulk filling and pack- 
aging equipment; oil heating, circulating 
and measuring systems, etc. Our plants 
are designed to produce from a few 
hundred pounds to |5 tons or more per 
day. 


Manufactured & Distributed by 


CHICAGO 
THEATRE SUPPLY CO. 


1255 S. Wabash Ave. Chicago 5, lll. 





A Page Invention 
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ilent Night... 


Listen... 
The sounds of battle... 
Hear them? 


You don’t? Then thank God you 
don’t. But millions do. Night after 
night. Millions who have someone 
they love “out there.” 


And strangely mixed with those 
haunting sounds are recollections of 
childish voices . . . voices which only 
“yesterdays” ago were shrilling across 


the backyard . . . babbling at the 
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dinner table . . . pledging a sing-song 
allegiance to the flag... 
* * * 


In homes of men off in their country’s 
service such imaginings aren’t often 
mentioned—not even among the clos- 
est members of a family. 

No... they don’t talk about those 
nights. People fight their fears in 
silence . . . suffer in secret . . . pray 
in quiet. 

But, to them, nights will never be 
silent until their prayers are heard. 

Prayers which you can help to an- 





swer so easily . . . prayers to bring 
their loved ones safely home. 

Is it too much to ask us to buy more 
. +. more and more ... war bonds? 


* * * 
This War Loan drive is our chance 
to answer that... our chance to doa 


very small thing for those who are 
making great sacrifices. 

Let’s buy more than we think we 
can afford because, in decency, we 
can’t afford to do less. 


Fanny Jarmer 
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YOU WILL BE 
“IMPRESSED” with 


BURRELL BELTS 


Here Are Five Tips for Better Performance 


When you need new belts or replacements for those that are wearing out, get 
BURRELL belts. BURRELL belts give longer lasting performance because 
a 





each is designed for a specific job. Our 31 years of experience designing 
special belts for candy manufacturers gives us the ability to fill your 
every belting need quickly and efficiently. 


Don’t wait until you have a breakdown to order new belts. Have a 
BURRELL “spare” in the plant at all times. A spare is insurance 
against production time loss caused by breakdowns. Plan to 


use BURRELL belts to avoid production delays caused by 
breakdowns. 


You can help us fill your order more efficiently and 

quickly by giving us complete and accurate informa- 

tion concerning the type, exact size and length of 

the belt needed when you call for prices and 
information. 


\ 


To measure for belts, be sure all take-ups 
are at such a position that the minimum 
belt length can be determined with a 
steel tape. Be sure that the tape 
travels the same path the BUR- 

RELL belt will travel when 


running. 


\ 


Keep all parts of your pro- 
duction line in repair. Give 
your BURRELL belts a 
chance and they will give 
you longer lasting perform- 
ance, better results and 
_ speed your production. 


It Is Profitable to... 
Let BURRELL belting “know-how” and the . . . Ten BURRELL stars help you! 
* CRACK-LESS Glazed Enrober Belting * Feed Table Belts (endless) 
* THIN-TEX CRACK-LESS Glazed Belting * Batch Roller Belts (patented) 
* Innerwoven Conveyor Belting * Caramel Cutter Boards 
* Caramel Cutter Belts * Cold Table Belts endless) 
* White Glazed Enrober Belting (Double texture; Single texture; Aero-weight). 
* Packaging Table Belts (Treated and Untreated) 


BURRELL holds a position of leadership in the belting field because, with the purchase of BURRELL 
belts, you... 


“"BUY PERFORMANCE" 


BURRELL BELTING CO. 401 So. Hermitage Av. Chicago 
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Strive for Quality, Fair Prices 


at Kimbell Candy Company 


Following through on the series of plant articles which have been 
regular features of The Manufacturing Confectioner, we are present- 
ing the story of the Kimbell Candy Company this month. This 
company is celebrating its 50th anniversary this year. The cover 
photograph shows the plant, located on Chicago’s northwest side. 
“Constant striving for improvement of quality, maintenance of fair 
prices and honest manufactuirng practices have been Mr. Kimbell’s 


basic business ideals.” 


We nominate this statement as this month’s 


condensation of the principles of greater business success. 


tes fifty years ago the S. Pooley 
Company was formed to manufac- 
ture coconut candies. This company 
started producing one item, coconut 
macaroons. After about five years 
they added tea biscuits and crystal- 
lized coconut fruit squares. This 
trebled the size of their line. 


Business was conducted on a much 
different scale from that of today. 
Selling was entirely to candy and 
grocery jobbers and coconut product 
manufacturers operated at capacity 
only about six months per year. Busi- 
ness steadily increased and in 1912 
the Company was forced to seek 
larger space with greater manufac- 
turing facilities and so moved to 
3217 North Crawford Avenue. 


Mr. Frank J. Kimbell, who had 
purchased an interest in the S. 
Pooley Company, assumed the man- 
agement in 1919. He was no stran- 
ger to the candy business having 
been virtually brought up in it. He 
installed many improvements in man- 
ufacturing methods and operations 
that led to attaining a year round 
operation. In 1930 the Company 
name was changed to the Kimbell 
Candy Company. 


Moved to Present Plant in 1937 
Under Mr. Frank J. Kimbell’s lead- 


ership the line was greatly expanded 
and volume of production outgrew 
the Crawford Avenue plant’s capa- 
city. In 1937 they moved into their 
new and modern plant located at 
6556 West Belmont Avenue. The 
structure and location assure an 
abundance of sunshine and fresh air. 
There is a spacious lawn and plenty 
of “open spaces” with surrounding 
homes making this an ideal spot for 
a food plant. All of this greatly im- 
proves the morale of the employee 
family. There are several instances 
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of second generations working in the 
plant. 


In its deepest sections the plant 
measures 350 feet from front to rear. 
On one side there is a spur track of 
the Milwaukee Railroad. There is 
ample provision for motor truck 
movements. The entire layout is for 
continuous straight-line production 
beginning with mixing and cooking 
on the second floor and carrying on 
the various operations, to the pack- 





Mr. Frank J. Kimbell 


ing division and shipping department 
on the main floor. Floors are con- 
crete throughout, equipment is mod- 
ern. A Scotch Marine type boiler, in 
which oil is used for fuel, greatly in. 
creases the cleanliness throughout the 
entire plant. 


Mr. Kimbell has made every effort 
to keep abreast of the times. This 
is clearly shown by the many un- 
usual developments in machinery and 
layout which have bettered both the 
production and the product. This 


if 





present stream-lined, highly mecha- 
nized candy plant, with its highest 
sanitary standards, is a far cry from 
the old days. Literally Mr. Kimbell 
has seen his own company develop 
from the ‘horse and buggy’ age to 
the ‘airplane’ or ‘rocket’ age of to- 
day. In the early days he was presi- 
dent, general manager, sales mana- 
ger, superintendent, buyer and all of 
the other various official positions 
around the plant. With the advent of 
his two sons in the business Mr. 
Kimbell was relieved of a larger 
portion of the business strain. He is 
the president of the company and his 
eldest son, Mr. Richard B. Kimbell, 
is general manager; his second son, 
Mr. Jack G. Kimbell, was an execu- 
tive prior to the war and he is now 
a first lientenant in the United States 
Army, having been in service since 
early in 1942. Mr. Robert I. Drais 
is general sales manager; Mr. Ben K. 
Hodson, superintendent and Mr. A. 
S. Rebling is auditor and office man- 
ager. 


The war has not been easy on the 
Kimbell Candy Company. War shut 
off supplies of coconut from the Far 
East and this worked a severe hard- 
ship for other raw materials were not 
easily available. Army demands for 
candy and the incorporation of candy 
in the various rations brought a dif- 
ferent picture to the candy industry. 
With the cooperation of the Quarter- 
master Corps Subsistence Research 
and Development Laboratory the 
Kimbell Candy Company developed 
a coconut bar for packing in the 
Ten-in-One-Ration. This item plus 
shipments to other military outlets 
has taken a larger portion of their 
output for a considerable period of 
time. 


“Better Quality” Kimbell Ideal 


Constant striving for improvement 
of quality. maintenance of fair prices 
and honest manufacturing practices 
have been Mr. Kimbell’s basic busi- 
ness ideals. He faces the future with 
a great deal of confidence having seen 
many years in the history of the 
candy industry and overcome many 
obstacles during this time. He is 
confident that in the future the pub- 
lic will continue to buy the best mer- 
chandise that it is possible for them 
to get for their money and a pro- 
duct that they can depend upon, the 
quality being the same each time it is 
purchased. He feels that the coconut 
bar, Smacks, now being marketed by 
Kimbell Candy Company, will meet 
this rigid standard just as all of their 
products have in the past. 
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The Rewards of Good Merchandising 





At the Chicago local conference held by the NCA, a Manufacturer-Jobber 
discussion panel was held, (The Manufacturing Confectioner, Page 54, 
July, 1945 issue). Many important points of possible cooperation were 
brought out at the NCA meeting. This article is a report of the results of a 
survey made by the NCA Committee on Distribution, headed by Mr. Lester 
G. Rosskam. The survey was conducted in the Detroit area. It warrants 
careful reading by every manufacturer and points the way for closer co- 
operation, to gain better distribution, between jobbers and manufacturers. 





= who are most successful in building up their 
sales are those whose salesmen do the best all-around 
job of modern merchandising in their calls on retailers. 

This was one of the facts disclosed by the National 
Confectioners’ Association’s recent study of the opera- 
tions of typical wholesalers engaged in distributing 
confectionery products, according to Mr. Phillip P. Gott, 
National Confectioners’ Association president. 

As a result of this survey, Mr. Gott announced, NCA 
in cooperation with jobbers will launch an active pro- 
gram in modernizing distribution operations along the 
lines that the survey indicated. Funds with which to 
initiate this work have been allotted from monies col- 
lected by the Council on Candy of NCA as part of its 
work to build a greater post-war market for candy. 

At its recent meeting NCA directors authorized the 
Distribution Committee to develop and to undertake a 
practical program based on the facts available to date 
and on the interest evidenced by different segments of 
the industry. 


The survey on which the NCA’s new program will be 
based was conducted under the direction of the associa- 
tion's Committee on Distribution, headed by Lester G. 
Rosskam, Quaker City Confectionery & Chocolate Com- 
pany. The membership of the committee includes: Mr. 
Rosskam, Chairman; C. H. Flint, Peter Paul, Inc., 
Naugatuck, Conn.; C. O. Matheis, Walter H. Johnson 
Candy Co., Chicago, Ill.; Bob McCormack, Bobs Candy 
Peanut Co., Albany, Georgia; John H. Reddy. New 
England Confectionery Company, Cambridge, Mass.; 
Irvin C. Shaffer, Just Born, Inc., New York City; Harry 
I. Sifers, Sifers Valomilk Confection Co., Kansas City, 
Mo.; Warren Watkins, Los Angeles, California, and R. 
F. NcNemer, King Candy Company, Fort Worth, Texas. 


Committee Formed in 1944 


Since its formation in the summer of 1944, this com: 
mittee has been studying the problems of wholesale dis- 
tribution of confectionery products, in order to formulate 
plans for effective and helpful cooperation between the 
manufacturers and the jobbers. The purpose of this sur- 
vey was to provide the committee with facts on which its 
recommendations could be based. 

The survey was conducted in the Detroit area, with 
the cooperation of the Detroit Association of Confec- 
tionery and Tobacco Wholesalers. This area was selected 
for the study in order to get a representative picture of 
the results obtained by a number of jobbers operating in 
different ways, under the same general conditions. The 
wholesalers covered in the study, which required three 
months of field work, included confectionery jobbers, 
tobacco jobbers, and grocery jobbers. 
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All told, the operations of 20 wholesalers were studied, 
in accordance with plans developed by the Distribution 
Committee with the assistance of a number of leading 
jobbers. Every aspect of each of the 20 wholesalers’ 
operation was examined, including his sales methods, his 
delivery, his credit and collection procedure. his ware- 
housing and every other essential part of his business. 

To make sure that the conclusions resulting from the 
study would be applicable to normal times, the year 
selected for this detailed study was 1940. 

The 20 wholesalers, of course, varied a great deal in 
their emphasis on confectionery. Five of them, in 1940, 
got from 67% to 100% of their total sales from con- 
fectionery products. The other jobbers got from 5% to 
40% of their sales from confectionery, in that year. 

The average total return obtained by the jobbers who 
got most of their sales from confectionery (that it, their 
net profit plus the salaries or drawings of the owners) 
was 4.6% of sales. For the other jobbers, who got less 
of their sales from confectionery products, the average 
total return was 2.5% of sales. 


Differences in Sales Results 


In the results they obtained, in 1940, the 20 jobbers 
differed widely. For example, analysis of the information 
supplied by the jobbers showed that one of them, in 
1940, got an average of only $198 per retail outlet, in 
yearly sales of all types of merchandise to the stores 
called on by his salesmen; while another jobber averaged 
$4,200 sales per retail account that he served. 

Similarly, the salesmen of one jobber averaged only 
$24,000 per man, in their yearly sales volume; while at 
the other extreme, one jobber’s salesmen averaged 
$190,000 in sales per salesman. 

The objective of the study was to determine the reasons 
for such variations as these, in order to find out what 





Ten Merchandising Steps to Jobbing Success 


1. Suggesting displays to customers. 

2. Installing store advertising material. 

Making displays. 

Leaving advertising material with the customer. 

. Straightening up the stock. 

. Replenishing the shelves of show-case stock 
from back-room stock. 

. Looking at stock to see what is needed. 

. Setting up newly delivered stock. 

. Counting up stock. 

. Checking slow-moving items and suggesting 
ways to speed their sale. 
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could be done by NCA in cooperation with jobbers to 
be of the greatest assistance to wholesalers handling 
confectionery products. At the same time, full effort 
was made to learn the views and opinions of the jobbers, 
about the problems that they faced in normal past years 
and the problems that they expect to have to face in 
the post-war years. 

In analyzing the facts and figures obtained from the 
jobbers, the procedure used was the sound and practical 
one of comparing the results obtained by jobbers who 
followed a certain method of operation with the results 
obtained by the jobbers who followed contrasting 
methods. This type of analysis, which has been used in 
many similar studies, is based on the fundamental 
principle that “Different methods produce different re- 
sults,” and that if any particular method is the right 
one, the jobbers who use it will get better results on the 
average, than those who do not use it. 


This kind of analysis was applied to every specific 
aspect of the jobbers’ operations—from their ware- 
housing and delivery to their sales operation and to 
the type of trade they served. At the end of this thorough 
and painstakingly impartial analysis, the outstanding con- 
clusion was that the variations in the jobbers’ success 
had been produced primarily and in most cases almost 
wholly by the difference in the kinds of sales operations 
they conducted. 


Two Main Type of Operations 


Broadly, the jobbers divided into’ two main groups. in 
this respect. Some of them conducted selling operations 
which centered around the traditional practice of merely 
“getting the order.” Other jobbers put their selling 
operations on a higher level, by having their salesmen 
devote at least some time and attention to the “mer- 
chandising” side of the selling job. Those whose sales- 
men did the most of this merchandising work, in their 
calls on their retailer-customers, were the most success- 
ful. And the differences in their success were not minor. 
but strikingly and emphatically great. The few jobbers 
whose salesmen ranked high, on “merchandising 
activity,” got results so markedly good as to direct 
urgent attention to the gains that can be made by 


wholesalers who conduct a really modern sales opera- 
tion. , 


In discussing their sales operations, the jobbers 
covered in this study named a total of 10 specific “mer- 
chandising activities” in which the salesmen of some 
of the jobbers engage in their calls on retailers. These 
merchandising activities, of course, included such steps 
as “Counting the stock,” “Straightening up the stock,” 
“Making displays,” and so on. . 


The Rewards of Good Merchandising 


In calling on retailers, the salesmen of some of the 
jobbers—in 1940—did not do any of these things at 
all. They merely “got the order and got out.” The 
salesmen of some of the other jobbers, however, did per- 
form some of the merchandising activities often enough 
to deserve consideration. Those jobbers were the ones 
who got, by a large margin, the best results. 


For example, the average sales volume per retail 
account, for the confectionery jobbers whose salesmen 
“straightened up the retailer’s stock,” was more than four 
times as big as the average obtained by the confectionery 
jobbers whose salesmen did not do this. 

Among the jobbers who got less than half of their 
sales from confectionery products, the same sort of dif- 
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The growing importance of candy both in England and the 
United States was a fact mutually agreed upon by visiting 
British confectioners and Chicago manufacturers when they met 
recently at the Chicago offices of the NCA prior to a tour by 
the British group of several U. S. candy plants. Reading left 
to right in photo above are: Seated—E. R. Ivory. J. S. Fry & Son. 
Bristol, England; A. E. Baines, Cadbury Bros. Ltd., Bournville, 
England: NCA President Philip P. Gott: C. V. Hackett, Cadbury 
Bros.; and Charles F. Scully, Williamson Candy Co., NCA Vice 
President. Standing (I-r) A. F. Dirksen, Chicago Candy Associa- 
tion; Robert I. Johonnot, National Candy Co.. Inc.; Frank Ellis. 
Wm. Wrigley Jr. Co.; Walter W. Kolbe, Reed Candy Co.; Harry 
Simpson, Fannie May Candy Co.; Herbert F. Oblander, Bunte 
Bros.; Harold H. Hoben, Mars, Inc.; and Thomas A. Ryan, NCA 
Executives Assistant. The Cadbury and Fry representatives made 
this trip to the U. S. to bring themselves up-to-date on any U. 5S. 
technical developments affecting the cocoa and chocolate industry 
which they might have missed due to war preoccupations. 
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ference was found. Among those whose men “straight- 
ened up the retailer’s stock,” the average volume per 
retailer-customer was more than twice as big as the 
average obtained by the jobbers whose men did not do 
this type of merchandising work. 


Similarly, the confectionery jobbers whose men some- 
times “Set up displays” got almost two and three-fourths 
times as much sales per retail account as did the con- 
fectionery jobbers whose men never engaged in this 
practical kind of merchandising work. And the jobbers 
whose business was mainly in tobacco or groceries 
showed a similar difference; those whose men sometimes 
sct up displays averaged more than two and one-third 
times higher, on sales per retail account, than did the 
jobbers whose men never engaged in making displays 
for their retailers. 


In the analysis of the information obtained in the 
survey, the comparisons on all of the 10 “merchandising 
activities” named by the jobbers show this same sort 
of difference in the results obtained in sales per retail 
account served by their salesmen. Consistently, over and 
over again, the jobbers whose salesmen did any one 
of these ten things in their calls on retailer-customers 
were the ones who got the larger sales volume per 
retailer. 


This immediately raised the question of the effect 
on the average volume per salesman. Were these gains 
in “sales per retailer” obtained at the expense of a 
sacrifice in “volume per salesman”? The answer given 
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The above illustration shows the discharge button worn by the 
discharged servicemen and women. We should all know and 


recognize this pin b it that the wearer has been 

released from his duties of defending his country and his fellow 

citizens. It's a pin to be proud of for those who wear it and one 
to be respected by those of us who do not wear it. 





by the figures is emphatic. Consistently, the jobber whose 
men did the most merchandising averaged higher not 
only on volume per retailer but also on volume per 
salesman. 

For example, the confectionery jobbers whose sales- 
men generally checked the retailer's stock by actually 
counting it, instead of merely glancing at it casually 
or not bothering to look at it at all, got more than twice 
as big volume per salesman. 


The survey report contains many similar indications 
of the relation between good merchandising and high 
volume per salesman. All the analyses of this relation- 
ship lead to the same conclusion. Consistently, both 
among the confectionery jobbers and also among the 
tobacco and grocery jobbers, those whose salesmen 
normally perform any particular one of the 10 “merchan- 
dising activities” in their calls on retailers show notably 
higher averages on yearly volume per salesman. 


The Value of Thorough Merchandising 


And when the whole picture is put together, classify- 
ing the jobbers according to how many of the merchan- 
dising activities their salesmen performed, the plain 
fact is that the sales result obtained by the jobbers de- 
pended directly on the total amount of merchandising 
work that their salesmen did in the retail stores they 
called on. 


In the following tables, to avoid disclosing confidential 
sales figures, the sales results are stated in ratios, taking 
the average for the poorest merchandisers as 100. 


Relative Relative 
Yearly Sales Average Yearly 
per Retail Account Sales per Salesman 
Confectionery jobbers 
whose salesmen did only 
1 or 2 of the 10 kinds of 
merchandising work 
named by the jobbers.... 100 100 
Confectionery jobbers 
whose men did 4 or 5 


of these things................. 406 201 


These differences in results did not come from dif- 
ferences in the type of trade served by the jobbers. One 
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of the jobbers with the poorest results per retailer- 
customers and per salesman was a jobber who served 
most of the better stores in his area. The real cause of 
the difference in results was, plainly and unmistakably, 
the differences in the amount of merchandising work 
done by the jobbers’ salesmen. 

Among the tobacco jobbers and grocery jobbers, the 
same strong tendency is disclosed by the survey figures. 
Relative 
Average Yearly Sales 
per Salesman 


Relative 
Average Yearly Sales 
per Retail Account 

Jobbers whose salesmen 
did less than 2 of the 10 
kinds of merchandising 
sian ceca 100 100 
Jobbers whose salesmen 
did 2 of the 10 kinds 
of merchandising work 121 135 
Jobbers whose salesmen 
did 3 of the 10 kinds 
of merchandising work 135 143 
Jobbers whose salesmen 
did 4 or 5 of the 10 
winds of merchandising 
work | ; ; 266 171 
Jobbers whose salesmen 
did 6 or 7 of the 10 
kinds of merchandising 
work 2 376 204 

The more merchandising work their salesmen did, the 
better the jobbers came out on sales per retail-customer 
and on sales per salesman. The relationship is consistent 
and striking. And the facts are plain. 

But it is notable that the really big gains went only 
to the jobbers whose men did the most merchandising 
work. A small amount of this kind of work produced 
only small gains. The jobbers who got the big results 
were those whose salesmen did at least half of the ten 
different kinds of merchandising work. 

Only a minority of the 20 jobbers covered in this city 
stood that high, on the amount of merchandising work 
done by their salesmen. There were only two jobbers— 
just 10% of the 20 jobbers covered in this survey— 
whose salesmen did as many as 6 or 7 of the 10 kinds 
of merchandising work that a jobber’s salesman can do 
in the retail stores on which he calls. 


Plainly, this small 10% minority is showing the way 
to better results in sales. 


Better Profits and Greater Stability 

The Survey shows that this small minority is also 
showing the way to better profits and greater stability. 
Consistently, the jobbers whose salesmen did the most 
merchandising work in calls on retailers were the ones 
who maintained their normal prices most steadily. And 
they are also the jobbers who show the best record on 
holding their customers and landing additional cus- 
timers. 

During 1940, according to the jobbers covered in this 
study, the chief reason for loss of customers to competing 
jobbers was “price-cutting.” But the record of the sur- 
vey shows that the jobbers’ ability to withstand such 
competition depended directly on the kind of selling 
operation they conducted. 

On the average, the jobber whose salesmen did at least 
half of the 10 kinds of merchandising work, in their 
calls on retailers, lost only 9/10 of 1% of their cus- 
tomers to competitors, during 1940. 


The jobbers whose men did less than half of these 10 
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things, in their calls on retailers, lost five times as many 
customers—4.5% of their customers were captured by 
competitors during 1940. The penalty for poor merchan- 
dising was vulnerability to price-cutting. 

Meanwhile, in 1940, there was a good opportunity 
to get new customers, because more retail stores were 
opening up. 

Who had the advantage in winning new customers? 
Again the answer is: the jobbers whose salesmen did the 
most merchandising work. The new customers they 
landed in 1940 amounted to 10.3% of their average 
number of customers during that year. The other job- 
bers, whose men did less merchandising, did only a little 
more than half that well, in landing new customers. 

So the jobbers whose salesmen did at least half of 
those 10 kinds of merchandising work came out of 1940 
with an average net increase of 9.4% in the number of 
retailer-customers they were serving—whereas the job- 
bers whose salesmen did less than that amount of mer- 
chandising work came out with an average net increase 
of only 1.8% in number of retailer-customers. 


Sales Increases, 1940 to 1941 


The advantage that went to the better merchandisers 
is also disclosed by the record of the increases in sales 
volume, from 1940 to 1941. In the survey area, 1941 
was a better business year than 1940; so practically all 
of the jobbers got bigger volume in 1941. But the biggest 
gains, again, went to the better merchandisers—who were 
also the jobbers whose prices were best maintained. 

On the average, the jobbers whose salesmen did at 
least half of the 10 kinds of merchandising work in- 
creased their sales 139, from 1940 to 1941. The average 
increase of the other jobbers was only 6%. 

Over and over again, in analysis, the survey has shown 
that the minority of jobbers who put their main empha- 
sis on running the right kind of sales operation are 
pointing the way to bigger volume and greater stability 
and the ability to withstand price-cutting competition. 

For instance, one analysis made in this study classified 
the jobbers according to the sort of sales meetings they 
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conducted with their salesmen. 

This analysis showed that the few jobbers whose sales 
meetings included real discussion of “how to sell” and 
“how to merchandise” got far the best results in sales 
per retail account and also in sales per salesman. Their 
volume per retail account ran from 2% times to 6 times 
greater than the volume per account obtained by the job- 
bers whose sales meetings were merely routine sessions 
containing no real effort to provide good sales training 
—and their volume per salesman was 114 to 2% times 
greater. 

How Many Calls Per Day? 

One question raised by these figures, of course, is that 
of the speed with which the jobbers’ salesmen should 
move. Obviously, a salesman who is doing some worth- 
while merchandising work in his calls cannot make as 
many calls a day as a mere “order-taker” does. How 
does this affect the jobber’s results? Does it pay the 
jobber to let his men make fewer calls per day? 

The facts are shown in the next table, which classifies 
the jobbers according to the average number of calls 
made by their salesmen, in a day. 

Relative 
Average Yearly Sales 
per Retail Account 
Jobbers whose salesmen 
made 21] to 25 calls a 
i a. : ie 100 
Jobbers whose salesmen 
made 13 to 15 calls a 
| Se 364 168 

Among the confectionery jobbers, plainly, it pays to 
give the salesman time enough to do some real mer- 
chandising work. 

The record shows that this is also true of the tobacco 
and grocery jobbers covered in this survey. 

Relative 
Average Yearly Sales 
per Retail Account 
Jobbers whose salesmen 
made 32 to 35 calls a 
RES 100 100 
Jobbers whose salesmen 
made 21 to 30 calls a 
SS ee 167 101 
Jobbers whose salesmen 
made 13 to 20 calls a 
We a Se . 297 155 
Conclusions 

Considering these facts and others of similar nature, 
the NCA Committee on Distribution and the association’s 
Board of Directors reached conclusions which may be 
summarized as follows: 

1.—Some of the jobbers in the area covered by this 
survey have shown the practical way to attain success 
and stability, by conducting the kind of sales operation 
that produces the sort of results that every jobber would 
like to obtain. 

2.—If the jobbers are to prosper, it is greatly to their 
advantage to conduct this kind of operation, which goes 
beyond mere warehousing and delivery. 

3.—The minority has indicated clearly the path that 
the ambitious jobbers should take. 

4.—In the interest of their wholesale distributors, the 
manufacturers who are members of the National Con- 
fectioners’ Association should cooperate with the jobbers 
so as to improve distribution for the benefit of the whole 
industry. The Association should undertake a construc- 
tive program toward this objective, with the help and 
cooperation of the forward-looking jobbers in all parts 
of the country. 


Relative 
Average Yearly Sales 
per Salesman 


Relative 
Average Yearly Sales 
per Salesman 
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Merchandising Meeting Held in 
New York by NCA 


Plans for a manufacturer-wholesaler merchandising 
program were discussed at a meeting of the Eastern 
members of the Distribution Committee of the National 
Confectioners’ Association and wholesale distributors at 
a meeting recently in New York City. 

Following expressions of confidence in and commen- 
dation for the increased production program for sugar 
and other agricultural products advocated by Hon. Clin- 
ton P. Anderson, Secretary of Agriculture, the conferees 
outlined constructive methods for expanding sales in 
the Postwar period. Mr. Lester Rosskam of Philadelphia, 


was Chairman of the Distribution Committee. 





NCA Merchandising Meeting. 


“If this industry”, said Mr. Rosskam, “includ- 
ing suppliers. menufacturers and distributors, is to be 
able to offer jobs to returned veterans and war workers, 
every phase of the industry must be geared for expanded 
volume when rationing controls are lifted and dairy 
products, nuts, fruits, etc., again become readily avail- 
able.” 

“Greater volume means more jobs for salesmen and 
production workers in the candy factories and in agri- 
culture as well as in the plants of producers of machin- 
ery, containers, and other supplies and also in the dis- 
tribution field,” said Mr. Rosskam. 

Constructive suggestions for the formulation of a 
program were offered following a report by Carroll Bel- 
knap on a detailed study of manufacturer-distributor 
sales policies in a selected marketing area. 


The Distribution Committee with funds made avail- 
able through the Council on Candy of the NCA expects 
to employ a merchandising director who will formulate 
and conduct the program in cooperation with the Dis- 
tribution Committee and wholesalers who wholeheartedly 
volunteered to help in the preparation and furtherance 
of the program. 

Following additional committee meetings and con- 
ferences the plan will be tested this fall at a serits of 
local meetings of Confectionery Manufacturers, Manu- 
facturers’ Salesmen and Wholesalers. 

The following attended the meeting: 

Joseph Bianco, President, Detroit Candy & Tobacco 
Jobbers Association 444 East Jefferson Avenue, Detroit, 
Michigan; H. W. Loock, President, Maryland Whole- 
sale Confectioners’ Association 221 West Pratt Street, 
Baltimore 1, Maryland; J. Roger Ozmon, Secretary, 
Maryland Wholesale Confectioners Assn. 14 East Lom- 
bard Street, Baltimore, Maryland; Fred Steffens, Sales 
Director, National Association of Tobacco Dist. 200 
Fifth Avenue, New York 10, New York; Charles J. 
Beauchemin, President, National Confectionery Sales- 
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men’s Assn. 1944 Loring Place, New York, New York; 
D. J. Fitzpatrick, National Confectionery Salesmen’s 
Assn. 181-38 Henley Road; Jamaica, New York; Frank 
P. Corso, President; Southern Wholesale Confectioners’ 
Assn. 161 Spring Street, N. W., Atlanta, Georgia; C. M. 
McMillan, Secretary, Southern Wholesale Confectioners’ 
Assn. 161 Spring Street, N. W., Atlanta 3, Georgia. 

William Breitbart, President, Wholesale Candy Distri- 
butors, Inc. 1159 Bedford Avenue, Brooklyn 16, New 
York; Stanley Zippen, Executive Sec’y, Wholesale Candy 
Distribution, Inc. 26 Court Street, Brooklyn, New York; 
John Casani, President, Wholesale Confectioners Assn. of 
Metropolitan Phila. 317 North Second Street, Phila- 
delphia, Pennsylvania; Fred S. Davis, Ex. Sec’y, Whole- 
sale Confectioners Assn. of Metropolitan Phila. 121 N. 
Broad Street, Philadelphia 7, Pennsylvania; Joseph 
Murphy, V. P. Wholesale Confectioners Assn. of Met- 
ropolitan Phila. 131 North Sixth Street, Philadelphia, 
Pennsylvania; Sidney Jackson, Joseph P. Manning 
Company 500 Atlantic Avenue, Boston, Massachusetts; 
J. Knox McConnell, McKeesport, Philadelphia; James E. 
Dearstyne, Dearstyne Brothers Tobacco Company 14 
North Broadway, Albany, New York. ; 

Lester G. Rosskam, Chairman, Quaker City Chocolate 
& Confectionery Co., 2131 Germantown Avenue, Phila- 
delphia, Pennsylvania; C. H. Flint, Peter Paul, Inc., 
Naugatuck, Connecticut; C. O. Matheis, Walter H. John- 
son Candy Company 341 West Superior Street, Chicago, 
Illinois; Irvin C. Shaffer, The Maillard Corporation 
101 West 31st Street, New York 1, New York; William 
H. Maichle, Beech-Nut Packing Company 217 West 19th 
Street, New York, New York; W. R. Keefe, Henry Heide, 
Inc. 313 Hudson Street, New York 13, New York: S. D. 
Fried, Up-to-date Candy Company 1668 Webster Ave- 
nue, Bronx 57, New York; H. L. Hoops, Hawley & 
Hoops 271 Mulberry Street, New York 12, New York: 
Robert H. W. Welch, James O. Welch Company 810 
Main Street, Cambridge, Massachusetts. 

Wm. Kimberly, Sec’y., Association of Mfrs. of Confy. 
& Choc., Hotel Pennsylvania, New York 1, New York: 
Philip P. Gott, President, National Confectioners’ As- 
sociation, One North La Salle Street, Chicago, Illinois; 
Carroll Belknap, Marketing Consultant 420 Lexington 
Avenue, New York, New York. ° 


Peppermint Oil Quota Raised 


Industrial users of oil of peppermint will be per- 
mitted to acquire 75 percent of their 1945-46 «quotas 
between July 24, 1945 and September 30, 1945, under 
Amendment No. 6 to WFO 81, issued July 23 by the 
U. S. Department of Agriculture. 

The current order contained, among other provisions, 
an inventory limitation clause prohibiting any ‘user from 
acquiring a quantity which, together with his stock on 
hand at the beginning of a year, would provide an in- 
ventory of oil of peppermint exceeding the unused bal- 
ance of his annual quota for any 12-month period end- 
ing September 30. The order, thereby, restrained users 
from acquiring any portion of their 1945-46 quota be- 
fore October 1, 1945. Last year an amendment, similar 
to the one just issued, allowed manufacturers to acquire 
50 percent of the 1944-45 quotas before October 1, 1944. 

While the new amendment provides a better market 
for oil of peppermint producers and industrial users, 
it does not act to increase quotas of these users. The 
quotas remain unchanged at 80 percent for the manu- 
facture of chewing gum, confectionery and miscellaneous 
items, based on 1941 usage. 
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“So You Want To Start A Retail Shop...” 


“] wish to enter the manufacturing 
retail field ajter the war and ex- 
pect to specialize in making a bar, 
consisting of a chocolate coated nou- 
gat and caramel combination. I 
should like information regarding 
the minimum requirements of equip- 
ment anl labor so that I may plan 
operations and thoroughly investi- 
gate the prospects of this undertak- 
ing.” 

The above inquiry is most inter- 
esting. We assume the writer has had 
some experience in the confectionery 
field. As the candy bar phase of the 
industry has shown such enormous 
strides in the last few years, it is 
not surprising that an inquiry should 
arise regarding bars. 

We would like to make it clear 
that while candy bars have shown in- 





By 
QO. Clyde Ashley and W. H. Childs 


creased sales and are now leading 
the candy industry in types of candy 
produced, the field is very highly 
competitive. And, there are many 
bars of the type mentioned by the 
writer: outstanding bars, too. 

The first assumption we shall have 
to make is that our product will be 
made of the best ingredients. We 
believe only a quality bar will be able 
to survive in a highly competitive 
market. Our second assumption is 
that because minimum equipment 
and labor requirements are request- 
ed, the capital cost must be kept low. 
Starting a business venture is at best 
risky and it is easy to over extend 
one’s self on capital expenditures. 
Natural ingenuity can often prove a 
true saving. There is plenty of room 
in the candy business for an ingen- 


ious individual. The candy makers 
of this country have had to demon- 
strate their ability during the past 
months when faced with the many 
wartime restrictions of ingredients 
and materials. 
The Caramel Batch 
The formula for the caramel por- 
tion of the bar will make about 32 
pounds, 
12.0 lbs. granulated sugar 
12.0 lbs. corn syrup 
1.0 gal. 189% cream 
1.5 gal. evaporated milk 
1.0 lb. hard vegetable fat 
salt and flavor, as desired. 
Cook to a medium ball. 
slab. 


Pour on 


The Nougat Batch 
The formula for the nougat por- 
tion of the bar will make about 85 





A portion of the Hooper Candy Company plant, showing some of the equipment mentioned in this article, such as the scales, an open 
fire kettle. mixing kettle and slab. Mr. Hooper is pouring the cream. 
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pounds. This is the more difficult 
portion of the combination. 

10.0 Ibs. honey 

15.0 lbs. corn syrup 
Cook to 240 degrees F. and beat 
with 1 lb. of egg albumen soaked in 
1 quart of water and then pour into 
this batch, while beating very slowly. 

20.0 lbs. corn syrup 

38.0 lbs. granulated sugar 
Cook to 285 degrees F. Continue 
the beating until sufficiently light, 
adding, if desired, 5 to 10 lbs. of 
light roasted nuts, depending upon 
the kind wished, almonds, cashews. 
peanuts, pecans, or walnuts. Salt and 
flavor are to be added as desired. 

We advise pouring or rather 
spreading the nougat on top of the 
caramel. This is a “tricky” opera- 
tion; speed in Working is absolutely 
essential. If the caramel sets too long, 
it will harden and the nougat will 
not stick to it. But we favor this 
method pouring the caramel on top 
of the fluffy nougat. Combinations 
of nougat and caramel are difficult: 
the nougat is one of the lightest types 
of candy made while the caramel is 
one of the heaviest types. 

To make this combination, cara- 
mel and nougat bar, we believe the 
minimum amount of labor required 
will be five persons: two men, two 
chocolate dippers and one wrapper. 
Experienced personnel should be ca- 
pable of a daily production of about 
700 pounds of centers or close to 
1,000 pounds of finished bars (8,000 
two-ounce bars). 

The equipment required to make 
this bar will be: 
upright beater 
confectioners’ gas furnace 
copper candy kettles 
chocolate holding kettle 
chocolate melter 
dipping table 
steel cooling slabs 
chocolate cooling tunnel 
nut roaster 
sets steel slab bars 
circular hand cutters 
heavy pails 
platform scale 
sugar scoop 
glucose dipper 
butcher knife 
palette knife 
hand scrapers 
straight edge 
candy thermometer 
small scale (1/16 oz. 

sions ) 

Dipping trays, plaques or starch 
trays will be needed, the quantity de- 
pending upon the flow of the goods. 

We should like to refer you to the 
many sources of candy equipment 
and suggest that you ask the priv- 
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subdivi- 
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ilege of talking over your contem- 
plated business. venture with them. 
These firms have a knowledge ac- 


quired through the years; they have 
seen the disastrous results of insuffi- 


cient planning on the part of the man 


wishing to enter the candy business 


and they know that only a success- 
ful confectionery enterprise will 
bring them repeat orders. 

A chocolate cooling tunnel may be 
made by a sheet metal worker, by 
attaching a hinged cover to the front 
and back of the metal chute and at- 


taching a pan to hold ice on top. 


The size depends on capacity de- 
sired and production rate. 


Likewise, when equipment is short, 
a chocolate mixing kettle can be im- 
provised by conversion of an ice 
cream freezer. (Please refer to “May 
We Suggest ... ?” The Manufactur- 
ing Confectioner, April, 1945). 

We have tried to answer the in- 
quiry, keeping in mind, that a simple 
outline of equipment and labor in- 
volved, was requested. We have 
omitted from the list of equipment, 
any exhaust fans or cooling devices. 
There are so many unknown factors 
in an operation of this kind that 
merit consideration. The Manufac- 
turing Retailer will discuss some of 
these in future issues. 





o a 


®2® 


SY 
<= 








ptud Kittle 


and carefulness are cardinal principles, 


Little boys can’t seem to be able to tell 
the difference — color means nothing to 
them. But in the case of your beverages, 
true, clear color is responsible, more than 
anything else, for initial sales. It’s im- 
portant that first impressions be good— 
and lasting. 


The Stange co.or department is a pre- 
cision production department. Accuracy 





and for this reason Stange has been the 
leader for over 25 years in producing 
colorings for the food industry. The word 
“Certified” spells purity in capital letters 
for your customer's protection. - 


Get Peacock Brand Certified Food 
Colors from your nearby jobber or supply 
house. Or if you have a color blending 

problem, the Stange research staff will 
gladly give you all the help you need. 


WE TELL AL Lin the new Stange Booklet 
“Forty Years of Stange Progress’’— thirty 
two pages of facts on the exclusive Stange 
process of natural spice extraction and Certi- 
fied Food colorings. Write for your free 
copy today. 


Wm. J. Stange Co. 


2539 WEST MONROE STREET * 


CHICAGO 12, ILLINOIS 
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Wels UNDUSTRV'S CANDY CHINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus avail- 
ing themselves of this valuable service to our subscribers. Any one of these samples may be Yours. 
This series of frank criticisms on well-known branded candies, together with the practical “pre- 
scriptions” of our clinical expert, are exclusive features of THE MANUFACTURING CONFECTIONER. 


Summer Candy and Packages; Fudges 


CODE 8A45 
Assorted Candies—1 lb.—89c 
(Purchased in a department store, 
New York, N. Y.) 

Appearance of Package: Good. 

Box: One layer, buff color, printed in 
blue, cellulose band, tied with yellow 
grass ribbon. 

Appearance of Box on Opening: Good. 

Contents: 

Light Chocolate Panned Peanuts: 
Good. 
Dark Chocolate Panned Peanuts: 
Good. 
Raisins, Orange Peel and Peanuts: 
Good. 
Panned Chocolate Bits: 
Centers: Good. 
Colors: Very bad. 
All panned pieces were well 
panned and had a good finish. 
Assorted Hard Candy Drops: 
Colors: Good. 
Texture: Good. 
Flavors: Poor. 

Assortment: Fair. 

Remarks: Suggest a better grade of 
flavors be used in the hard candy 
drops. Retail value about 60c. 


CODE 8B45 
Peanut Brittle—1 lb.—49c 
(Purchased in a drug store, 

Chicago, II.) 

Appearance of Package: Good. 

Box: Full telescope type, printed in 
light brown and orange wax paper 
wrapper. 

Appearance of Box on Opening: Bad. 

Contents: Peanut Brittle. 

Color: Good. 
Texture: Chewy peanuts, not roasted 
enough. 
Taste: Poor. 
Remarks: Brittle was not cooked high 
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enough. When box was opened brit- 
tle had started to “run” and was all 
stuck together. Peanuts should have 
a higher roast and more salt is need- 
ed. Very poor peanut brittle. 


CODE 8C45 
Assorted Chews—23 ozs.—$1.50 
(Purchased in a department store, 

Chicago, IIl.) 

Appearance of Box: Good. 

Box: One layer, type printed in brown 
buff, pink and light brown. 

Appearance of Box on Opening: All 
chews wrapped in cellulose. Good. 

Contents: 

Dark Brown Colored Chews: 
Color Good. 
Texture: Good. 
Taste: Could not identify flavor. 

Nut Nougat: Fair. 

Vanilla Caramel: Fair. 

Chocolate Vanilla & Nougat Layer 
Piece: Fair. 

Vanilla Nut Caramel: Good. 

Pink Nougat: Good. 

Assortment: Too small. 

Remarks: The quality of these chews 
is not up to standard; box is very 
highly priced. We have examined 
far better candies of this type at 70c 
and 80c the pound. 


CODE 8D45 
Assorted Candies—1 lb.—-79c 
(Purchased in a department store, 
Chicago, III.) 

Appearance of Package: Good. 

Box: Two layer type, slip cover print- 
ed in silver and blue. Bottom flow- 
ered paper, tied with white grosgrain 
ribbon. 

Appearance of Box on Opening: Good. 

Contents: 

Corn Flake Marshmallow: Good. 


Sugared Hard Candies: Fair. 
Wax Wrapped Caramels: Good. 
Assorted Bonbons: Good. 
Chocolate Fudge: Poor. 
Vanilla Fudge: Poor. 
Gum Oblongs: Good. 

Assortment: Fair. 

Remarks: There are a number of 
pieces in this box that are not up 
to the standard of this priced candy. 


These pieces are of very cheap qual- 
ity. 
CODE 8E45 


Candy Delight—1 lb.—80c 
(Purchased in a department store, 
St. Paul, Minn.) 

Appearance of Package: Good. 

Box: Two layer type, pink paper print- 
ed in blue, girl’s head on left side, 
cellulose band. Brown paper wrap- 
per, tied with white and black print- 
ed tape. 

Appearance of Box on Opening: Good. 

Contents: 

Assorted Jelly Oblongs: 
Colors: Good. 
Texture: Good. 
Flavors: Good. 
Assorted Jelly and Marshmallow 
Oblongs: 
Colors: Good. 
Texture: Good. 
Flavors: Good. 
Wax Paper Wrapped Nougats: 
Good. 
Toasted Coconut Truffle: Good. 
Wax Paper Wrapped Vanilla Nut 
Caramels: Good. 
Foil Wrapped Nougat: Good. 
Nut Jelly Oblongs: Good. 

Assortment: Good. 

Remarks: The best box of jellies of 
this kind that the Clinic has ex- 
amined this year. 
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The Finest Jelly Candies 


They're tender, brilliantly clear, never gummy, carry more 
flavor, stay fresh longer. They're ideal for “bulk packing” and 
equally at home in the finest fancy packs. 

Give anyone a piece of Exchange Pectin Jelly Candy and 
he always wants more. When your salesman samples it to 
consumers in a store, the retailer buys. Exchange Citrus Pec- 
tin Candy, made cast or slab, sets and is ready for ‘“‘sanding” 
in a few hours. Cuts production cost. Packs easily in bulk. 

With Exchange perfected formulas, you can be sure of a 
good batch every time and good profits. 





DE LUXE BOXES 





CALIFORNIA FRUIT GROWERS EXCHANGE 
Products Department: Ontario, California 

SMALL PACKS 189 W. Madison Street, Chicago 2 * 99 Hudson Street, New York 13 

Copyright, 1945, California Fruit G Exchange, Products Dept. 








First choice with leading soap and perfume 
producers for a bouquet that is sure to win 
and please customers is Coumarin Monsanto. 


One of the purest chemicals known, Cou- 
marin Monsanto is used even in the whitest 
soaps. Since it is readily soluble and always 
uniform in quality, it is easy to blend into 
your product with consistently good results. 


Monsanto was the first American manu- 
facturer of coumarin so that when you 
specify Coumarin Monsanto you are getting 
the results of years of research and manu- 
facturing experience. Since many of the raw 
materials that go into Coumarin Monsanto 
are also produced by Monsanto under 
Monsanto’s traditionally strict laboratory 
control, you have double assurance of high 
quality in every shipment you receive. 

For technical information, samples and 
prices, write, phone or wire your nearest 
Monsanto office. Your orders can now be 
filled promptly. MoNsSANTO CHEMICAL Com- 
PANY, Organic Chemicals Division, 1700 
South Second Street, St. Louis 4, Missouri. 
District Offices: New York, Chicago, Boston, Detroit, 
Charlotte, Birmingham, Los Angeles, San Francisco, 
Seattle, Montreal, Toronto. 


Monsanto CHEMICAL ComPANY, 
Dept. F-14, Organic Chemicals Division, 


1700 So. Second St., St. Louis 4, Mo. 
ONSANTO Please send, without cost or obligation, 


sample and data on Coumarin Monsanto. 


CHEMICALS | %e———_____ 


SERVING WHOUSTAT...wHICH SERVES Mamnine Company__ 
A i , a 


a Zone___ State __ 








MONSANTO PRODUCTS 
FOR FLAVOR, AROMA 
Ethavan* (Ethyl Vanillin) 
Methyl Salicylate Monsanto 
Vanillin Monsanto 
Coumarin Monsanto 














*Reg. U.S. Pat. Off. 
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Chocolate Coatings With Flavor And Smoothness 
For The Finest Post-War Candies 


yfERCKEN: 


\ 
QUALITY ( 
CHOCOLATE 


COATING? 





Merckens Chocolate Co. Inc. Buffalo 1, N. Y. 


BRANCHES AND WAREHOUSE STOCKS IN 


BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND. 

















CODE 8F45 
Assorted Candies—12 ozs.—49c 
(Purchased in a railroad depot, 
Chicago, III.) 

Appearance of Package: Good. 

Box: One layer, white printed in pink, 
blue and yellow, girl in center. Tied 
with blue grass ribbon. 

Appearance of Box on Opening: Good 


Contents: 
Vanilla Marshmallow Caramels: 
Fair. 
Chocolate Marshmallow Caramels: 
Fair. 


Vanilla Caramels: Fair. 
Peanut Nougat: Good. 
Spiced Opera Drops: Cheap flavors. 
Assorted Gum Oblongs: Good. 
Gum Drops: Good. 
Panned Almonds: Good. 
Crystallized Bonbons: Good. 
Cellulose Wrapped Vanilla Cara- 
mels: Fair. 

; Assortment: Good. 

Remarks: Suggest a better caramel be 
made as these caramels were very 
cheap tasting. Balance of box was 
good. 


CODE 8G45 
Deluxe Dainties—1 lb.—69c 
(Purchased in a department store, 
Boston, Mass.) 
Appearance of Package: Good. 


Box: One layer type, cream color 


printed in blue, tied through center 
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with blue grass ribbon 
Appearance of Box on Opening: Good. 
Contents: 
Sugared Green Hard Candies: 
Colors: Good. 
Texture: Grained. 
Flavor: Could not identify flavor. 
Sugared Red Clear Hard Candy: 
Color: Good. 
Texture: Good. 
Flavor: Poor. 
Sugared Yellow Hard Candy: 
Color: Good. 
Texture: Good. 
Flavor: Could not identify flavor 
Sugared Grape Hard Candy: 
Color: Good. 
Texture: Good. 
Flavor: Fair: 
Sugared White Hard Candy: 
Color: Good. 
Texture: Good. 
Flavor: Fair: 
Orange Colored Hard Candy: 
Color: Good. 
Texture: Good. 
Flavor: Could not identify flavor. 
Roughly Panned Red Peanuts: 
Coating: Good. 
Panning: Good. 
Peanuts: Good. 
Taste: Good. 
Assortment: Too small. 
Remarks: Suggest a better grade of 
flavors be used in the hard candies 
and the assortment be enlarged. 


CODE 8H45 
Crystal Dainties—1 lb.—60c 


(Purchased in a department store, 
Chicago, III.) 


Appearance of Package: Good. 

Box: One layer type, buff embossed 
paper, printed in red. 

Appearance of Box on Opening: Good. 

Contents: 


Assorted Jelly and Marshmallow 
Layer Oblongs: 
Colors: Good. 
Texture: Good. 
Flavors: Good. 
Assorted Cream Pieces: 
Fruit Shapes: 
Colors: Good. 
Texture: Good. 
Flavors: Good. 
Assorted Gum Drops: 
Colors: Good. 
Texture: Good. 
Flavors: Good. 
French Gums: 
Colors: Good. 
Texture: Good. 
Flavors: Good. 

Assortment: Good. 

Remarks: Workmanship and crystal- 
lizing was very good. Box.was neat- 
ly packed. The best box of candy 
of this type that the Clinic has ex- 
amined this year. Cheaply priced at 
60c the pound. 
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Pioneers in Egg Dehydration, we offer the Confectionery 
Trade first quality Albumen in the following forms: 
FROZEN WHITE + FLAKE ALBUMEN * POWDERED ALBUMEN 
SPRAY ALBUMEN ~* also EGG YOLK: FROZEN OR DRIED 


Send for samples! 


DOMESTIC EGG PRODUCTS, INC. (a subsidiary of DOUGHNUT CORP. OF america) 
393 Seventh Avenue, New York 1, N. Y. 


Plants at: WITCHITA FALLS CHICKASHA McKENZIE NASHVILLE 
Texas Oklahoma Tennessee Tennessee 


mA CANDY SALES THAT 
GROW ON TREES — 


Just look at a Blue Diamond Almond— 

Its salesmanship started in the orchard while it 
was still a blossom. 

Its sales appeal was further checked at our 
ultra-modern packing plant—by careful grading, 
frequent inspection, scientific processing. 
“Blue Diamond” is the name— 
you could use some! 





















The top-quality grade of the California Almond Growers Exchange, the growers’ own cooperative association. 
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CODE 8145 
Assorted Taffy Chews— 
12 ozs.—39c 
(Purchased in a variety store, 
Pontiac, III.) 
Appearance of Package: 
Box: One layer type, cream color, as- 
sorted fruits and nuts printed in red, 
green, brown and orange. 
Appearance of Box on Opening: Bad. 
Candy is salt water taffy kisses with 
nuts and fruits in them. 
Color: 
Texture: Good. 
Flavors: Fair. 
Assortment: 
candy, 
Remarks: Box is entirely too large for 
12 ozs. Taffy is not cooked high 
enough for the hot weather. Suggest 
taffy be cooked higher and a better 
grade of flavors be used. 


Good. 


Good. 


Good for this type of 


CODE 8J45 
Assorted Summer Candies 
—1 lb.—50c 
(Purchased in a department store, 
Chicago, Ill.) 
Appearance of Package: Good. 
Box: One layer type, white printed in 
red and blue, three cellulose win- 


dows, cellulose wrapper. 
Appearance of Box on Opening: Good. 
Contents: Assorted hard candies in cel- 
lulose bag. 
Colors: Good. 
Texture: Good. 
Flavors: Poor. 
Assorted wax paper wrapped Chews: 
Colors: Good. 
Texture: Very tough. 
Flavors: Poor. 
Assorted small bits of Sugared Hard 
Candy: 
Color: Good. 
Texture: Good. 
Flavors: Poor. 
Assorted Rough Panned Pieces: 
Colors: Poor. 
Texture: Too hard. 
Flavors: Poor. 
Remarks: Panned pieces were too hard 


to eat. Suggest a better grade of 
flavors be used. Chews too hard to 
eat. 
CODE 8A45 
Home Made Fudge Bar— 
2 ozs.—5c 


(Purchased in a stationery store, 


New York, N. Y.) 
Appearance of Bar: Fair. 




















sound companies. 
age service by placing your sugar orders, get | 


the best that is available. 









INVESTMENT POLICY! 


When you buy securities, you try to invest in 


BAS B. W. DYER & COMPANY 


120 Wall Street, New York 5, N. Y., Phone WH 4-8800 


When you “buy” broker- 











It costs you noth- 


ing, but earns you money. 

















Sugar Cable: DYEREYD, N. Y. 
Economists 
and Brokers 
Since 1877 
Quality Supplies 
for 


N.C. TAFT Co. 
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Candy Craftsmen 


Importers — Distributors 
Manufacturers 


H.A.JOHNSON CO. 


221 State St. 28 N. Moore St. 
Boston 9, Mass. New York 13, N. Y. 











Size: Good. 
Wrapper: Cellulose, printed in gold. 
Paper seal with name and address. 

Color: Good. 

Texture: 

Taste: Fair. 

Remarks: Suggest a printed attractive 
wrapper. Fudge lacks a good choco- 
late flavor. 

CODE 8K45 
Chocolate Pecan Fudge— 
1 lb. 


Good. 





(Purchased in a department store, 
New York, N. Y.) 

Appearance of Package: 
is in one slice. 

Inside wax paper, 


Good. Fudge 


Wrapper: outside 











Flavor Research 
Too! 


The underlying theme of much 
confectionery executive p|an- 
ning today is to provide more 
research in candy. 


. To improve consumer de- 
mand. 


To increase nutrition 
value. 


. To save labor. 


Research is the essence of our 
flavor business — an endless 
endeavor at Lueders. Research 
helps us find sources of flavor 
to “keep you going” 
shortages. 


during 
Lueders can do 





Established 1885 


George 


Lueders 


& Co. 
427-29 Washington Street 
New York 13 
CHICAGO SAN FRANCISCO 
510 N. Dearborn Street 56 Main Street 


MONTREAL, CANADA, 36! Place Royale 
Repr. in Philadelphia and St. Louis 
Los Angeles and Toronto 














THE MANUFACTURING CONFECTIONER 














\ \\Y bs — 
, Sf. on 
ra BN’. . ¥ ay — , 
= AS 
\ \X 


ll a apple... 


is better than none! 


\ 
\ 













tes 
Z Willteayyyyyy 
he 


Villy 






Be 


NUTRL-JEL 
Powdered Pectin for #7 NU Uncle Sam’s requests for Apple Pectin must be met... 
making jams, jellies, \ 
ithe balance of our output we divide among our 


\ 


customers . . . and we appfeciate your patience and 


CONFECTO-JEL forbearance . . . we hopes ‘that before another 
A powdered Pectin 
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APPLE VINEGAR 


and other Apple 





Products 





Fluff Dried 
Albumen still 
on the job 
for Victory 


AND AS LONG AS our armed forces urgently 
need shell, dried and frozen eggs, there won't 
be enough Swift’s Brookfield Dried 
Albumen to go ‘round. So just keep 
this picture in mind until the day 
arrives when you can have all you need of this 
fine Swift product. Remember how Swift's 
Brookfield Dried Albumen gives you 
a firmer, lighter, smoother whip 
for a better candy mixture . 
how it rete.anis all the natural vss 
and true, Dlana’s4orw-wf fresh, select eB 
whites. And keep in touch with 
your Swift Salesman or nearest Swift Branch 
to get your share whenever possible. 


COPYRIGHT 1945, SWIFT & COMPANY eS 
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LIFE FOR US“ 


IT) AY f 


PAT OFF 


TRADE MARK REG VU. § 


OH, IT’S A HAPPY 


... they know how 
to control quality 
with Solvay 
Potassium Carbonates 


Vhigh Grade 


POTASSIUM CARBONATES 


rtuatable tu: 
CALCINED 99-100% 
HYDRATED 83-85% 

LIQUID 47% 


wrapper of glassine, printed in laven- 
der and white. 

Color: Good. 

Texture: Good. 

Taste: Good. 

Remarks: The best Chocolate nut 
fudge that the Clinic has examined 
in a long time. Very well made of 
good quality and the best way to 
ship fudge to keep it fresh. 


CODE 8L45 
Assorted Summer Candies— 
1 lb.—69c 
(Purchased in a candy store, 
New York, N. Y.) 

Appearance of Package: Good. 

Box: One layer, white printed in blue, 
orange and gold. Outside wrapper 
of white paper, two gold seals. 

Appearance of Box on Opening: Good. 

Light Coated Chocolates: Coating: 
Color: Good. 

Gloss: Fair. 
Strings: Fair. 
Taste: Good. 

Centers: 

Maple Pecan Marshmallow: Had a 
very thick outside crunch. 

Maple Cream: Good. 

Pecan Top Molasses Coconut: Good. 

One Half Dipped Coconut Kiss: Hard 

and dry, 
Assorted Cellulose Wrapped Cara- 
mels: 
Colors: Good. 
Texture: Good. 
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SOLVAY SALES CORPORATION 


40 RECTOR STREET NEW YORK 6, N. Y 





Taste: Good. 
Chocolate Caramel Coconut Roll: 
Good. 
Pecan Nougat Roll: Good. 
Jelly and Marshmallow: Good. 
Crystallized Cream Daisies: Good. 
Pink Jelly: Could not identify flavor. 
One half Dipped Bonbons: Good. 
Pecan Chocolate Paste Truffle: 
Good. 
Cellulose wrapped Nougat: Good. 

Assortment: Very good. 

Remarks: The best box of its kind that 
the Clinic has examined this year. 
Candy is well made and of good 
quality and workmanship. Neatly 
packed. 









ANY a harried executive 
has found life sweeter 
after shifting his sugar prob- 
lems to our shoulders. We 
can’t make sugar, but we can 
locate what is available, or 
“a reasonable facsimile there- 


of.” 


Let’s talk it over. 
96 WALL STREET, 


NEW YORK 5, N. Y. 
 wling Green 9-7171 















Gauze Ribbons 
Satin and Nevelty 


Effects 
Oikban-> 
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Mars Employees Enjoy Swimming Pool 


Trained industrial recreation leaders are sometimes 
at a loss when planning programs suitable for employees 
on various shifts. But Mr. Andy Miller, chairman of the 
Mars Central Employes Committee, Mars, Inc., Chicago, 
says, “You can’t tell until you try it just what idea will 
click in industrial recreation.” 

The Committee took over the pool and gymnasium 
facilities of the Nineteenth Century Club in Oak Park 
two days a week. The question arose as to what pro- 
vision could be made for the girls on the “C” shift who 
finish their work at 7:45 A. M. to participate in the 
program. 

The girls answered the question by suggesting a class 
be held immediately after work. The Committee was 
afraid that only a few of the girls would be interested 
in an early morning swimming class. However, the class 
was successful from the start and now is the most en- 
thusiastic of all the Mars swimming groups. Many of 
the girls not only enjoy the early swim but also remain 
for another hour of gymnasium work. 


Curtiss Pays Tribute to Employees 


Mr. Otto Schnering, founder and president, paid tri- 
bute to the employees of the Curtiss Candy Company, 
Chicago, recently in the company’s magazine, All of Us. 
The manifold contributions to the war effort made by 
the company from giving several millions of Baby Ruth 





Curtiss Candy Co., is presented with a safety award by the 

Liberty Mutual Insurance Company. Shown (I-r); Mr. Otto Schner- 

ing. Pres., Curtiss Candy Co.; Mr. Earl Lashmet, Vice Pres., 

Liberty Mutual Ins.; Mr. S. H. Jenkins, Curtiss Candy Co.; and 
Mr. Rex Wallace, Liberty Mutual Ins. 


bars to those departing for overseas duty, participation 
in War Bond Drives, blood donations, the manufacture 
of a concentrated dextrose tablet for rations, the pack- 
aging of food items, paper salvage activities, and co- 
operation with various authorities as well as the Curtiss 
farming program are points covered by Mr. Schnering. 
@ Mr. J. A. Dickens, personnel director, Williamson 
Candy Co., Chicago, was a member of the graduating 
class of the University of Chicago’s special course cover- 
ing two years of night study in all aspects of business 
administration. 
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How to control vanilla 
flavoring and blending 
to insure uniform results in every batch. 


Many Confectioners are doing it every day by using 
a constantly uniform flavor that does not fade out 
in the heat of the kettle or chill of the freezer. 


Aromanilla — the improved 
vanilla flavor — offers these 
sound advantages to Confec- 
tioners: 


STABILITY: Aromanilla was 
developed because of the 
need for a vanilla flavor 
that would withstand ex- 
treme temperatures with- 
out volatilizing or fading 
out; one that would hold 
the original bouquet and 
full flavor right through to 
the finished goods. 












UNIFORMITY: Aromanilla’s 
standardized formula, 
based on Mexican Vanilla 
Beans, is rigidly controlled 
by the laboratory and the 
user is assured of uniform 
results in his product. 


BALANCE: Because Aromanilla is a balanced blend 
of natural ingredients, it brings out the full flavor 
of all the ingredients used with it. The result is a 
balanced blend of your recipe. 


ECONOMY: Since Aromanilla retains its full volume 
of flavor in the mix and through the oven, kettle or 
freezer and develops the full flavor of the other in- 
gredients used with it, you will be able to use less 
flavoring per batch and often save on some other 
ingredients as well. 


LASTING FLAVOR: As all of its qualities are still intact 
and in balance in the finished goods, Aromanilla actu- 
ally ripens in them, producing a flavor that lasts. 


FREE SAMPLE 


Let us show you what Aromanilla can do to help you 
improve the taste-appeal of your products. Write for 
FREE sample and instructions for tests (enough for 
a 50 pound batch of cream fondant or chocolate). 


The Aromanilla Company Inc. 

Department B, 6 Varick St. 

New York 13, N. Y. 

Gentlemen: 

Please send a FREE sample of Aromanilla and instructions for tests so 
| can see whether or not it will improve the flavor balance and taste 
of my products. 


COMPANY .. ee ee 
ADDRESS 


SAromanilla 


Trade-Mark Reg. U. 5. Pat. Off 


Imitation Vanilla Flavor 
G VARICK STREET NEW YORK 13, N. Y. 
HELPING CUSTOMERS IMPROVE THE TASTE OF THEIR PRODUCTS SINCE 1901 
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The Automatic 
Hard Candy Machine 
Model E 


For producing all hard candies of 
spherical shape. 


Balls 
Kisses 
Barrels 
Eggs 


Olives, etc. 


One operator spins direct to machine. 
Capacities 3000 to 10,000 pounds. 
Our Model E incorporates all the 
developments of previous experience 


—Prepare now for peace. 


John Werner & Sons, Inc. 
ROCHESTER 13, N. Y. 











Barney Ross, Former Boxing 
Champ, Enters Industry 


The Hollywood Fruit Confections, Inc. factory of Los 
Angeles, California, has been purchased by Barney Ross, 
former middleweight boxing champion of the world and 
a Marine hero of the battle for Guadalcanal. The firm 
formerly packed fruit boxes but now produces the “Bar- 
ney Ross’ candy bar, a one ounce bar of honey and corn 
flakes with vitamin B, added. 


Bunte Program Gets Radio Award 


One of radio’s most coveted citations—the 1944 George 
Foster Peabody Radio Award for Outstanding Reporting 
of the News has just recently been given to radio sta- 
tion WLW of Cincinnati. Spearhead of the outstanding 
news shows which earned this honor is “WORLD 
FRONT” which is sponsored by BUNTE BROTHERS, 
Chicago’s oldest candy manufacturer. Bunte Brothers 
“World Front” is now in its third year. This popular news 
discussion program is made up of three members of 
the WLW news staff, thoroughly trained in news re- 
porting and well qualified to discuss all phases of the 
news. Members of the panel are Major General James 
E. Edmonds, former soidier and managing editor of 
two metropolitan papers; Robt. Parker, for many years 
Eastern European director for Associated Press, who 
returned from Europe only a few months ago; Milton 
Chase, just returned from several months in the Pacific 
War Theatre. Each program has in addition a guest 
observer, who is an authority on some current subject 
in the news. 


World Front is broadcast over many radio stations. 
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Trent Joins Leaf Gum 


Paul R. Trent, formerly vice-president and general 


Mr. P. R. Trent, who has just 
joined the Leaf Gum Co., as 
Director of Sales and Adver- 
tising. was formerly a vice- 
president in charge of sales 
for the Schutter Candy Co., 
Chicago. Mr. Trent has also 
acted in the past as chair- 
man of the Illinois Comgnittee 
of the NCA Council on Candy. 





Mr. Paul R. Trent 


sales manager of Schutter Candy Company, has been ap- 
pointed director of sales and advertising of Leaf Gum 
Company, Chicago. At the same time, Leaf Gum an- 
nounced that it is opening new executive and sales offices 
on the 27th floor of the 33 N. La Salle building, Chi- 
cago. 
Crystal Pure Candy Company Sold 

The Crystal Pure Candy Co., Chicago, manufacturers 
of hard candy, has been sold to a syndicate headed by 
Mr. Irving Debrovner, Brooklyn, New York. The Com- 
pany was formerly owned by Mr. Edward and Morris 


Levin and Mr. A. H. Kahn. 
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Play Safe 


with 


KRAFT 
MILK PRODUCTS 
for Confectioners 


DRIED BUTTERMILK 
from Sweet Cream 


NONFAT 
DRY MILK SOLIDS 


® Dependable Products 
®@ Uniform Quality 
®@ Prompt Delivery 


Call or write your nearest Kraft office. 


Industrial Food Products 


KRAFT CHEESE COMPANY 
General Offices: 
500 Peshtigo Court, Chicago go, IIlinois 
New York « San Francisco « Atlanta « Minneapolis, Minn. 


Denison, Texas * Branches in principal cities 





ASSURE FUTURE 


STUN] (ee MCT a-Yohi-Vamy (-S',7 
Consumer Market With 
FUNSTEN PECANS 


Adding satisfied customers now 
means multiplying sales later. That 
is why so many candy manufacturers 
with an eye towards future oppor- 
tunities, are increasing their use of 
FUNSTEN PECANS today. 


No doubt about it sweet, rich, full-flavored 
FUNSTEN PECANS add to confection enjoyment... 
to customer satisfaction. You'll appreciate too, their 
easy-to-use features 


FUNSTEN PECANS are available in seventeen grad- 
ed sizes of halves and pieces — a correct size for 
every confection requirement. Other advantages 
are; uniform quality, low moisture content, fewer 
siftings or shrivels. This high percentage of usable 
stock results in decided savings — reduces sorting 
and inspection costs 


VITAMINS: Funsten Pecans are good source of 
Vitamin A and B!. Also iron. 


rder through your reg 
vier jobber or write us 








Q E Fenatel Co. 


1515 DELMAR BLVD. 











ST. LOUIS, MO. 
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THE CANDY BUYERS’ DIRECTORY 
THE BLUE BOOK 


BOOKLETS and REPRINTS 


Reprints are available of a number of articles which have ap- 
peared in THe Manuracturinc ConFrectIONeR. They compose 
a large portion of the current literature of the Industry. Many 
manufacturers find them suitable to accompany sales messages 
and also to add to their library of information on the candy 
and chocolate industries. Stamps or coins accepted. 


Now available are the following: 


Confectionery Factory Maintenance; 


I ee ne en cea kaha baw ewe me 50c 
Economies of Steam Traps in the Candy Plant; 

OES Gk EUS, on co vcrcrccceccccionses 20c 
Fats For Confectionery ; 

cis gi news sued orindeuedue 15c 
Improved Methods in the Manufacture of Fondant Goods; 

ey te A Oe PION ic bk cccceteedecensen 25c 
Manufacture of Marshmallows, The; 

NE 3 prea ne eT aia ab edinaw.a tee awies ea 25c 
Modern Methods of Candy Scrap Recovery ; 

cs ace ws Capac dete $40% 00 neee $1.00 
Post-War Problems; 

EE i tale ine buh ain dees wack ee a wiles eye 15¢ 

Principles and Design of Chocolate Cooling Tunnels; 

tian Cece bd Mhwhss 2s aw se sos ened ¥ $1.00 
Purpose of Conching Chocolate, The; 

Whymper and Shillaber............sccccseccees 200 
Soy Products in Candy; 

ie... tenes enews bea hen eee ees eebN +e OS 25c 
Steam Jet Refrigeration as Applied to the Candy Industry; 

RS Ee ae ee ie oh Sala Ju 0e Cee e bes anes 20c 
Sugar: Is it Food or Poison? 

EE acciis cGNwetge? eeveaen etn eas 20¢ 
Using Cereals in Candy; . 

tne Seis eben s oases Kh. 00 aa™ 15¢ 
Valves; 

ih SE co isc tnscceedeasesecenas 20c 
Vitamins in Confectionery ; 

tees ae so nate ee bob wheceen beecneenaes 15¢ 


Whey—Raw Material for Candy; 
Webb 


THE MANUFACTURING CONFECTIONER 


An Allured Publication 
“READ WHEREVER CANDY IS MADE” 
400 West Madison St. Chicago 6, Illinois 
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New California Brokers’ Club Formed 


Action to assure post-war progress for the candy 
industry in California was scheduled as the theme at 
the dinner-meeting of the new Southern California 
Candy Brokers’ Club at the Biltmore Hote) in Los 
Angeles, Wednesday evening, August 8. 

The dinner launched an interesting program for 
the recently organized, non-profit professional associa- 
tion that is the first of its kind in California. 

Officers in charge of dinner-arrangements—all brok- 
ers for national candy manufacturers with headquarters 
in the Los Angeles area—were elected at a mid-summer 
organizational meeting. They include: 

George A. Kiepe, president; John T. Bond, vice- 
president; Jerry W. Turmell, secretary; V. O. Booth, 
treasurer; Charles A. Filker, Joseph M. McDavitt and 
Ralph W. Unger, directors. 


Other Southern California brokers, who helped or- 
ganize the club are Gene Alcorn, Morris Gardner, Jim 
Rourke, Roy J. Allen, Jr. 

The long mailing list, for announcements for the 
August dinner included: 

Brokers Sol Eisenberg, Sid Stella, A. S. Maslowsky, 
Page Gray, William Ostroff, O. D. Royer, Mel Lyons, 
Charles Mills, W. J. Cleland, Charles Palmer, Sam Slater, 
and Walt Randall, all of Los Angeles; Mrs. F. H. Cannon, 
Bellflower. Also the Gerard Brokerage Company, the 
Mitchell Brokerage Company, the Cardinet, the Pear- 
son, and the Myerson Candy Companies, and other Los 
Angeles-area organizations. 

Any Southern California candy broker, selling to 
wholesale jobbers, is eligible for active club member- 
ship. Associate memberships are open to sales managers 
and salesmen connected with candy manufacturers, who 
are selling to the jobbing and retail trade. 

Visiting candymen will be welcomed at all club 
activities—and are urged, when in Los Angeles to con- 
tact George A. Kiepe, president, at 540 West Adams 
Boulevard, Los Angeles, Prospect 5837; or Jerry W. 
Turmell, secretary, at 4127 Crisp Canyon Road, Sherman 
Oaks, State 4-4713. 

Club aims include mutual welfare, business integrity, 
cooperation and improvement of professional standards 
in this specialized competitive selling field. 

The club will also promote the national and Coast 
post-war progress of the candy industry—for which 
advance of national sales from $645,000,000 in 1944 to a 
billion dollars within five years is forecast. 


Candy Council Cancels Western Trip 


Because of the transportation crisis, Council on Candy 
campaign workers from Chicago will not make their usual 
trip this year to Seattle, Portland, San Francisco and 
Los Angeles. 

Regional campaign managers of the Pacific Coast area 
will go ahead on 1945 solicitation of funds without 
“kick-off” rallies unless they decide to hold rallies with- 
out visiting speakers. 

More and more industries are entering the fight for 
post war sales, the Council on Candy of the National 
Confectioners’ Association points out. The National Pre- 
servers Association is raising a fund to spend at the 
rate of $250,000 annually for advertising and publicity 
on jams and jellies. The American Dairy Association 
has a $1,000,000 budget for this year and $2,000,000 for 
1946 and the National Association of Ice Industries is 
raising $1,200,000 for a two-year campaign. 
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Cowan's of England Has Good War Record | 


Cowans, Ltd., of Solway Street, Bridgeton (Glasgow) 
have had the perhaps unique war time record in the | 
confectionery trade of having manufactured chocolate | 
and war materials concurrently in the factory. 

Like most firms in the industry, it concentrated on | 
the one job, the manufacture of confectionery and choco- 
late and in the 36 years since it was established by 
Mr. William R. Cowan, who is still its chief—it had 
built up a fine reputation in the Scottish trade for these 
products. 

Came the war and the departure of one of his sons, 
Major R. A. Cowan, to battle. He suggested that the 
firm might develop an engineering department to handle 
the then much needed aircraft components and the idea 
was enthusiastically adopted by the works manager, his 
brother, Mr. John L. Cowan. 

Machine tools were installed in space released when 
the industry was concentrated and in this, confectionery 
workers were trained to handle the new machinery and 
materials of aircraft component mannfacture. Skilled 
engineers were called in to help and Ministry of Labour 
trainees were also enlisted to assist. 

The first firm to place an order was Blackburn Air- 
craft, Ltd., of Dumbarton, and Cowans were soon pro- 
ducing thousands of different types of small components 
for aircraft and naval production. The construction of 
anti-submarine devices and small parts for naval vessels 
followed, and this despite the fact that the firm had got | 
its own quota of confectionery out on schedule, not only 
for civilian rations but a considerable additional quantity 
for the Forces. 


WPB Increases Food Machinery Quota 


Further increase in authorizations for the production | 
of food processing machinery were announced recently 
by the War Production Board. The approved program 
is as follows: 


Previous program Increased program 
per 3rd and 4th per 3rd and 4th 
quarters quarters 
Confectionery $70,000 $175,000 
Coconut shredding 
and processing $30,000 $150,000 


WPB said that these increased authorizations are being 
granted as part of the program to step up food produc- 
tion. Manufacturers who can use additional controlled 
materials, over and above those already granted for the 
third and fourth quarters of 1945, may now file interim 
CMP-4B applications with their local WPB board or 
with the board in Washington. This should be done at 
once, WPB said, and especially so if delivery in the 
third quarter is desired. 


Popcorn Acreage Increased 

The acreage of popcorn “is really popping this year,” 
said the first U. S. Department of Agriculture crop re- 
port that estimates the 1945 planting. About 292,000 
acres, or 68 percent more than was planted last year, is 


indicated by reports to the Bureau of Agricultural Eco- a 


nomics from the twelve states in which popcorn is a 
commercial crop. Up to 1944, the largest acreage of 
popcorn was 105,200 acres in 1942. 


@ Mr. William C. Copp, Eastern Manager, The Manu- 
facturing Confectioner, became program chairman of the 
N. Y. Dotted Line Club at their recent election. 
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oo Export 


Young in years ... yet the weight of his 
opinion is inestimably important to the suc- 
cess of any confection sold in the U. S. A. 
These millions of American youngsters rate 
as the nation’s No. 1 flavor experts. 





For years, Florasynth clients have used our 
NON-ALCOHOLIC flavoring in their best 
lines, and today these NON-ALCOHOLIC 
properties make them doubly valuable . 
doubly important. 


CONCENTRATED 
IMITATION CANDY FLAVORS 


(NON-ALCOHOLIC) 








Fire Extinguisher Marking 


By WILLIAM J. WRIGHT 
Beach-Nut Packing Company 


I forming our fire brigade here in 

our plant, we came to the con- 
clusion that extinguishers were not 
marked well enough as to location 
and type. We found that a soda and 
acid extinguisher looked about the 
same as a foam type. One had to 
look very closely under the Under- 
writers approval to find what type 
of extinguisher to use. 

The Underwriters always speak of 
fires as three classes—Class A, Class 
B, and Class C—and on the bottom 
of each extinguisher is marked in a 
small letter, either an A, B or C. 

We made a survey of the plant 
to make certain that right types 
of extinguishers were properly lo- 
cated. We found as time went on, in 
making changes in our production, 
that locations had to be changed and 
quite often the type also had to be 
changed. 

We have marked our equipment 
with gold letters on red bands painted 
around the extinguisher. The soda 
and acid extinguisher has a large A 
placed on a red band which is 
painted around the top of the ex- 
tinguisher. On the foam type we 
placed a 3” B on a red band. The 
one-gallon carbon tetrachloride ex- 
tinguisher has a 2” C with a small 
A and a small B placed on each side. 
The large C denotes that this extin- 
guisher is outstanding for Class C 
fires but can also be used for Class 
A or Class B with satisfactory results. 
The one-gallon carbon dioxide ex- 
tinguisher is marked with a large C 
and a small A and a small B. 

We feel that, in marking extin- 
guishers this way, in case a person 
has to use an extinguisher he will 
look for one with the three letters. 
There is no doubt that this extin- 
guisher is safe to use and does a 
fairly good job on any class of fire. 


The same markings are above the 
extinguisher placed on the post on 
a 9” red band which continues 
around the post so it can be seen 
from any location in the room. 

This is really not a new idea; 
several companies for some time have 
marked the location of their fire ex- 
tinguishers with the red band, and 
the Underwriters have always given 
a classification on each extinguisher 
in a very small letter. The only 
thing we have done to bring it to 
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the attention of our employees is 
placing these large gold letters on 
the extinguishers and on the red 
band, in an effort to make our fire- 
fighting appliances more easily iden- 
tified and easier to use. 

(Reprinted from Food Safety, 
June, 1945, courtesy of National 
Safety Council, Inc., 20 No. Wacker 
Drive, Chicago, Ill.) 

(Editor’s Note: Every extinguisher 
which has been approved by Under- 
writers’ Laboratories, Inc., has 
stamped upon its shell, the Classifica- 
tion—such as “B-1,” “B-2,” “C-2.” 
The letter “A,” “B,” or “C” indi- 
cates the approval of the Laboratories 
for use of the extinguisher against 


Class A, Class B or Class C fires. 





Classification “B-2”, therefore, means 
that the extinguisher is suitable for 
“B” fires and that two of the ex- 
tinguishers make up one unit. 

The number of units necessary to 
give minimum first-aid fire protec- 
tion is determined by the severity of 
the anticipated fire. The Handbook 
of Fire Protection published by the 
National Fire Protection Association 
gives the following guide for various 
conditions : 

Class 1—Light hazard occupan- 
cies, where because of relatively 
small amounts of combustibles, in- 
cipient fires of minimum severity 
may be anticipated. Units should be 
located so a person will not have to 
travel more than 100 feet from any 
point to reach any unit, but at least 
one unit should be required for each 
5,000 square feet of floor area. 

Class I1 — Ordinary combustible 
occupancies, where incipient fires of 
average severity may be anticipated. 
Units shall be so located that a per- 
son will not have to travel more than 
50 feet from any point to reach the 





The drawings to 
the right show 
how fire extin- 
guishers are mark- 
ed in the Beech- 
Nut plant, 
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Briefly, this is what the letters mean: 

Class A fires are fires in ordinary 
combustible materials, such as paper, 
rubbish, sugar, etc., where the 
quenching effect of water is indi- 
cated. 

Class B fires are fores of flammable 
liquids, such as oils, greases, gaso- 
line, solvents, etc., where a blanket- 
ing or smothering effect is required 
to extinguish them. 

Class C fires are fires in live elec- 
trical equipment where the use of a 
non-conductor of electricity as the 
extinguishing agent is of first im- 
portance. 

The letter refers to the type of 
fire for which the extinguisher was 
approved. The number indicates 
how many extinguishers of that par- 
ticular model are needed to make one 
unit of first-aid fire protection. The 


nearest unit, but at least one unit 
shall be required for each 2,500 
square feet of floor area. 


Class I11—Extra hazardous occu- 
pancies where, because of character 
or quantity of combustibles, extra 
severe incipient fires may be antici- 
pated. Units shall be so located that 
a person will not have to travel more 
than 50 feet from any point to reach 
the nearest unit, plus additional units 
as directed. At least one unit shall 
be required for each 2,500 square 
feet of floor area. A large wheeled 
unit usually furnishes the needed ad- 
ditional protection and these units 
may be classed “A,” “B” or “C” 
without any numeral. 


(The above information was ob- 


tained through the courtesy of Walter 
Kidde & Company, Inc.) 
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SUPPLY TRADE NEWS 


Robinson Ord, of St. Louis, has been appointed gen- 
eral manager of sales of the Organic Division of Mon- 
santo Chemical Company, it was 
announced recently by Osborn 
Benzanson, vice president and gen. 
eral manager of the Organic Di- 
vision. Ord, formerly an assistant 
general manager of sales, succeeds 
Fred C. Renner who died recently. 
Mr. Ord started with Monsanto 
as a trainee in St. Louis in 1929. 
He served successively as corres- 
pondent, export manager, assistant 
manager of sales and since 1941, 
assistant general manager of sales. 

Other promotions announced at 
the same time include Arthur P. 
Kroeger, of St. Louis who has 
been appointed an assistant gen- 
eral manager of the Organic Di- 
vision Sales and Charles H. Sommer, Jr., of St. Louis who 
will assume responsibility for sales of intermediates as 
well as plasticizers and resins. 








Mr. Robinson Ord 


Economy Equipment Company Sold 


Economy Equipment Company, Chicago, has been 
purchased by and is consolidating with the Equipment 
Engineering Company, also of Chicago. The new com- 
pany will service the “Economy” built units and is re- 
designing and streamlining their new equipment. Mr. 
Walter H. Lenish will continue in his present capacity 
as Engineer and Designer. Mr. John Sheffman, 152 West 
42nd St., New York City, will be the company’s repre- 
sentative. Mr. John Opie, owner of the Sheet Metal En- 
gineering Company will be in charge of sales, mainten- 
ance and production. The new company will operate 
under the name of Economy Equipment Company, lo- 
cated at 919 West 49th Place, Chicago. 


@ Mr. E. A. Everhard, associated with the flavor and 
essential oils business for 25 years, will represent George 
Lueders & Co., operating from Waukesha, Wis. Mr. 
Everhard’s territory will comprise the states of Wis- 
consin, Minnesota, North and South Dakota, Nebraska. 
Iowa, Arkansas, Oklahoma and parts of Missouri and 


Colorado. 


@ Frank S. Morrison, 64, who had been connected with 
B. W. Dyer & Company, sugar brokers and economists, 
since 1938, died recently. 


it's the INGREDIENTS 
yovre ener eeely JUNE DAIRY 


@ Whole Milk Powder 





@ Powdered & Flaked Egg Albumen 
@ Skim Milk Powder @ Powdered Egg Yolk 
@ Powdered Ice Cream Mix @ Powdered Eggs 
© Sweet Buttermilk Powder @ Frozen Canned Eggs 
@ Butter (in limited supply now) 


For over a quarter of 
@ century, this trade JUNE DAIRY PRODUCTS CO., INC. 
105 Hudson St., New York 13, N, Y. 


mark has been a 
guarantee of premium Telephone: WAlker 5-2372 


quality exclusively. 
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The oil with the true orange flavor 


e finest oils produced 


For finer quality candies, 
try our unsurpassed 
flavors. 


® Write, ‘phone or wire... 


Try us for quality, price, delivery, service. 
Let us quote on your requirements. Coast 
trade: Contact O. D. Royer Co., 1340 East 
Sixth St., Los Angeles. 


EDWARD REMUS & CO. '. 


Il West 12nd Street © 


New York 18. XN. ¥. 


MER NEW 
3 4438 

















: We KO-KO-K, the perfect toasted 
Marshmallow Topping - dy Van Bredé 


peanut bars in place of and in conjunction with sugar. 
Write for Samples and Prices. 








Armour’s 332 stock points mean 
fast, dependable service 


U.S.P....A chemically pure, 
water-white glycerine, meeting 
all requirements of the U. S. 
Pharmacopoeia ... for use in 
foods, pharmaceuticals, cosmet- 
ics or any purpose demanding 
highest quality. Specific grav- 
ity, 1.249-—25° C./25°C. 


3: ARMOUR 
AND 
COMPANY 


1355 West 31st Street 
Chicago 9, Illinois 



















SUPERB EXCELLENT 
FLAVORS COLORS 


WE MANUFACTURE A COMPLETE LINE 
FOR THE CONFECTIONERY INDUSTRY. 


James B. Long & Co. 


818 N. FRANKLIN ST. 415 GREENWICH ST. 
CHICAGO 10 NEW YORK 13 
ILLINOIS NEW YORK 
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Puffed Wheat 


It is also being used for dusting in slab work of Puffed Rice 
Ri-Ko 


Rice Flakes 
VAN BRODE MILLING CO. | toasted corn 


Clinton, Massachusetts Flakes 








J. W. Greer Company Again 
Receives High Honors 


The fourth consecutive award of the Army-Navy “E” 
to the J. W. Greer Company of Cambridge was an- 
nounced by the Navy Department on July 6, 1945. 
Notice of the award was received from Admiral C. C. 
Bloch, U. S. N., Chairman of the Board of Navy Pro- 
duction Awards in Washington. This adds the third 
renewal star to the “E” Pennant which was originally 
awarded to the Greer Company in October, 1943. 

= ‘Re. -_ a 


My aot 


ee 


Greer Gets Third “E” Award. 


The announcement of the award coincided with the 
start of a special production drive on a new type of 
electronic unit which had been recently designed by the 
Company for the Navy. It also coincided with the suc- 
cessful conclusion of a War Bond Contest between 
Greer’s and another Cambridge concern in the 7th War 
Loan Drive. The Greer employees won the contest hand- 
ily by subscribing 177% of their quota. 


Edgar Smith Stubbs, 71, president of the Old Do- 
minion Peanut Corporation, Norfolk, Va., died July 7. 





Dr. B. W. Fairbanks has joined the staff of the 
American Dry Milk Institute, Inc., Chicago, as head 
of the Division of Scientific Development. He will have 
charge of the laboratories, the research program, scien- 
tific publications, and the technical phases of the various 
uses of dry milks and their quality development. He 
resigned his position as Professor of Animal Husbandry 
at the University of Illinois on May 1. 


@ Edward R. Scott, purchasing agent of National Dairy 
Products Corp., 230 Park Ave., New York City, died sud- 
denly in Philadelphia on July 3 from a heart attack. 
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Dyer Heads Veteran Fund Drive 

B. W. Dyer, head of B. W. Dyer & Company, Sugar 
Economists and Brokers, is acting as chairman of the 
Sugar Industry Division 
in the nationwide cam- 
paign to raise $10,000,- 


000 for the benefit of 
disabled American war 
veterans. The National 


Service Fund of the Dis- 
abled American Veterans, 
an organization under 
Congressional charter, 
has specialized in the care 
and rehabilitation of dis- 
abled veterans for 25 
years. Please forward 
contributions payable to 
Disabled American Vet- 
erans to Mr. Dyer at his 
office. 120 Wall Street, 
New York 5, New 
York. 





B. W. Dyer 


W. G. Bywater, Ph.D. Now Director of 
Research With S. B. Penick & Company 

S. B. Penick & Company, botanical drugs and fine 
chemicals, announces the appointment of W. G. By- 
water. Ph.D., as Director of Research. For the last ten 
years a leader of research work on the staff of Parke, 
Davis & Company, Dr. Bywater is the author of many 
publications dealing with specific chemical problems. 

In connection with Penick Research plans, it is an- 
nounced that complete reorganization and expansion of 
the present laboratories has begun, and new building 
is contemplated. The company expects to erect a re- 
search building on land adjacent to its Lyndhurst, N. 
J. plant, with probable extensive increase of its present 
research activities. 

@ Mr. P. E. Sprague, vice-president of Glidden Co.., 
has been placed in charge of the soya products division, 
Chicago, and the feed mill division, Indianapolis. 


@ Mr. Charles W. Stillman, formerly of Carrier Cor- 
poration, New York. has joined the staff of Bob White 
Business Consultants as an account executive. 

@ Universal Match Corp., St. Louis, Mo., has appointed 
Mr. O. George Heyl as district manager of the Baltimore- 
Washington territory. Mr. Heyl has been distribution 
manager for Red Cross Cough Drops in New York, 
Pennsylvania and Ohio. 











QUALITY PRODUCTS 
AND SERVICE 


ROSS & ROWE INC. 


75VARICK STREET WRIGLEY BLDG. 


NEW YORKN.Y. CHICAGO,ILL. 
: SOLE SELLING AGENTS FOR 
AMERICAN LECITHIN COMPANY. 








CONFECTIONERY BROKERS 


OF THE PACIFIC COAST 
os 
637 South Wilton Place 


We are now celebrating our 25th year in the 
Candy and Food Business. 


Northern California 











JOHN T. BOND & SON 


Los Angeles 5, California 


Resident Men Located in Washington, Oregon and 





| 
| 
| 
| 














TRUTASTE FLAVORS 


Tantalizing 





Luscious 


These IMITATIONS RIVAL NATURE'S 
lestful, Tangy CHERRY 
Full-Bodied, Rih GRAPE 

STRAWBERRY 
RASPBERRY 


NEUMANN: BUSLEE & WOLFE 


224-230 W. HURON ST, 
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CHICAGO 10, ILLINOIS 
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Your 
Candy’‘s 
Wholesome 
Taste 





is protected by the high production 
standards and modern methods in op- 
eration at the Penick & Ford plant, 
Cedar Rapids, lowa. Here, eternal vig- 
ilence makes certain that Penford Corn 
Syrup will be pure and wholesome for 


your candy. 














Home of 


"The Candy Cooling People” 


makers of 


Economy Belturns, Lustr-Koold Chocolate Cool- 
ing Conveyors and Tunnels, Packing Tables, 
Air Conditioners, Room Coolers, Dehumidifiers, 
and other “Economy” Equipment for Confec- 
tionery and Biscuit Manufacturers. 


We design to suit your requirements. 


Contact us for: 
1. Design only 
2. Design and Fabrication 
3. Design, Fabrication, and Installation 


ECONOMY EQUIPMENT COMPANY 











Branch Office Main Office & Plant 
152 West 42nd Street 919 West 49th Place 
New York 18, N. Y. Chicago 9, Illinois 
Wisconsin 7-5649 Boulevard 4300 
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High Fritzsche Executive Succumbs 


William A. R. Welcke, 75 year old 1st Vice President 
and Treasurer of Fritzsche Brothers, Inc., New York es- 
sential oil house, died at his home, Mt. Vernon, N. Y.., 
July 13. Had he survived less than two months—until 
: September 7th, he would have 
completed 60 years of service with 
his firm. 

Mr. Welcke was born in New 
York on December 21, 1870. He 
was only 15 when he went to 
work for Fritzsche Brothers in 
1885. At that time the company 
was relatively small, but it was 
growing and in the next half 
dozen decades, through wars, 

booms and depressions, Mr. 
benaieaduaiaaaad Welcke actually saw the firm ex- 
pand and grow to its present leading position in the field. 
As his own position improved and his natural bent for 
management and finance developed, he took an increas- 
ingly active part in its growth. At the time of his death 
he held the joint position of vice president and treasurer. 
He was also a member of the Board of Directors. 








New York Firms Complete Fund Drive 


The Manhattan Committee Division Chairmen award- 
ed citations for distinguished service in the eighth annual 
campaign of The Greater New York Fund, because their 
divisions have reached or exceeded their quotas include: 
Mr. R. E. Tomlinson, president, National Biscuit Com- 
pany, chairman for Baking and Baking Supplies; Mr. 
Maurice C. Hill, treasurer, Willard Hawes Company; 
chairman for Cocoa; Mr. Charles R. Adelson, Delson 
Candy Company, chairman for Confectionery; Mr. 
Robert Mason, Dairymen’s League Cooperative Associa- 
tion, Inc., chairman for Dairy Products; and Mr. Ralph 
S. Stubbs, vice president, American Sugar Refining Com- 
pany, chairman for Sugar. 





Beet Sugar Foundation Formed 


The Beet Sugar Development Foundation, a non-profit 
corporation was formed recently in Denver. Member 
companies are: The Amalgamated Sugar Co., American 
Crystal Sugar Co., Franklin County Sugar Co., Garden 
City Co., Great Western Sugar Co., Gunnison Sugar, Inc., 
Holly Sugar Corp., Layton Sugar Co., Los Alamitos Sugar 
Co., National Sugar Manufacturing Co., Sprekels Sugar 
Co., Union Sugar Co., Utah-Idaho Sugar Co., and the 
Farmers & Manufacturers Beet Sugar Ass. of Michigan, 
Ohio and Wisconsin. 

The foundation will set in motion co-ordinated efforts 
to reduce the labor requirements of beet culture 
through increased mechanization, agronomic research 
and experimental work affecting all phases of beet grow- 
ing and harvesting. Processing advances and the utiliza- 
tion of beet by-products will be studied. The foundation 
will broaden the mechanization program launched seven 
years ago through cooperation of the United States Beet 
Sugar Assn., University of California at Davis and the 
Dept. of Agriculture and the Colorado State College at 
Fort Collins. The development of segmented seed and im- 
provements in planting and harvesting equipment came 
from this earlier program. 


@ General Foods Corporation has acquired the North- 
land Dairy Company of Evart, Mich. Northland Dairy 
is a processor of milk products for manufacturing pur- 
poses. 
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Dr. A. E. Katz Lectures in California 


Dr. Alexander E. Katz, 
president of Florasynth 
Laboratories, presented a 
most enlightening 
lecture regarding the 
California production of 
national products as raw 
materials for further syn- 
thesis. He also showed 
motion picture films re- 
garding the growth and 
production of va- 
nillas along with others 
showing Florasynth Lab- 
oratories’ research and 
production activities. The 
session was most educa- 
tional and viewed with 
interest by all who at- 
tended, giving them a 
very practical side of the production of raw materials, 
as well as a varied visible review of production methods 
under commercial conditions. 


Dr. Alexander A. Katz 


The Colonial Salt Company 
Absorbed by General Foods Corp. 


An agreement has been reached between the manage- 
ments of General Foods Corporation and The Colonial 
Salt Company of Akron, Ohio, whereby General Foods 
will acquire the assets and business of The Colonial 
Salt Company. This announcement was made jointly 
recently by Austin S. Igleheart, president of General 
Foods, and Walter F. Ince, president of Colonial. Robert 
M. Farr, president of Diamond Crystal Salt Company, 
Inc., will be responsible for the new organization. 


American Management Officials Elected 


Among the newly elected officials of the American 
Management Association are: Mr. Albert W. Luhrs, 
president, Container Testing Laboratories, New York, 
vice president (Packaging); Mr. Earl M. Richards, vice 
president in charge of operations, Republic Steel Cor- 
poration, Cleveland, director; and Mr. George A. Mohl- 
man, president, Package Machinery Company, Spring- 


field, Mass., director. 





Subscribe 
to 


The 
Manufacturing 
Confectioner 


POP CORN 
$8.75 iS 


CARLOAD LOTS ONLY! 


Corn in excellent popping condi- 
tion. For further information, con- 














tact us. Rates: 
Poppers Boy Products Co. 2 years—$5.00 
Not Inc. | Year—$3.00 
60 E. 13TH ST., CHICAGO 5, ILL. 
PHONE—HARRISON 0997 400 W. Medison St. 
Chicago 6, Ill. 





FORTAROMS 


Fortified fruit bases re- 
taining the full fresh fla- 
ver of the natural fruit. 


Use 2 oz. per 100 lbs. 
in hard candy. 


14 oz. in cream centers. 


Schimmel & Co.. Ine. 


601 WEST 26th STREET, NEW YORK 1, N. Y. 
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For Improved Summer Candies 
and Other Year-Round! Confections—Use 


MARWYN’S 


Roller Process 


POWDERED WHOLE MILK 


New, up-to-the-Minute Formulas are avail- 
able for QUALITY FUDGE and SUMMER 
GRAINED CARAMELS. 


Roller-process powdered whole milk, containing 
261/.°/, butterfat, improves the sales-provoking 
quality and flavor of your products. 


By using larger quantities of roller-process 
powdered whole milk in a given formula you can 
increase the poundage yield of the batch without 
having to increase the amount of sugar used. 


Simplified formulas will be supplied for 
Fudges, Grained Caramels, Grained Nougat, 
Seafoam Kisses, Roll Cream Centers, Cast 
Cream Centers and others— 


Write: 


Marwyn Dairy Products Corporation 
141 W. Jackson Boulevard Chicago 4, Ill. 
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FRESH COFFEE FLAVOR 
MAKES A DIFFERENCE! 


Barrington Hall Instant Coffee is the 
perfect coffee flavor for confections 
and ice cream. It stays fresh because 
the elements which cause coffee flavor 
to turn stale have been removed. Bar- 
rington Hall is fine coffee, 100% pure, 
ready for instant use. Write today for 
full details. 


BAKER IMPORTING CO. 


NEW YORK: 30 Church St. MINNEAPOLIS: 212 N. Second St. 


INSTANT 
100% PURE 


ANOTHER FINE PRODUCT OF HYGRADE FOOD PRODUCTS CORP. 
















* s * 
merce Kill Odors With 
Ee Qakite TRI-SAN 


for manufacturing 








confectioners 





normal solution of one 
ounce TRI-SAN to a 
gallon of water. 


Wherever obnoxious 
odors present a sani- 
tation problem, use 
Oakite TRI-SAN. This 
remarkable, new sani- 
tizing agent gives you 
genuine deodorization 

does not simply 
mask one odor with an- 
other, for it has none 


itself. And, at the same 
time, Oakite TRI-SAN 
when applied to sur- 
faces disinfects and re- 
moves light soil. Triple- 
acting Oakite TRI- 
SAN is extremely eco- 
nomical . . . costs but 
a penny per gallon of 


Free 20-page booklet 
gives complete details 
about Oakite TRI- 
SAN’s wide range of 
applications. We'll be 
glad to mail you one on 
request. 


OAKITE PRODUCTS, INC. 
36C Thames Street, New York 6, N. Y 
Technical Service Representatives in Principal 
Cities of the United States and Canoda 


OAKITE 


Spec 1a liz ed 


CLEANING 
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Witkin New York Cocoa Exchange Head Returns 


Mr. Isaac Witkin, president of the New York Cocoa 
Exchange, Inc., and president of General Cocoa Co., Inc., 
recently returned from an extensive trip throughout the 
cocoa-producing area in the Western Hemisphere, where 
he visited Brazil, Trinidad, Venezuela and the Domini- 
can Republic. 

Brazil anticipates a crop of approximately two million 
bags, and even though Brazil has inquiries from South 
American and European countries, the Trade has been 
advised that the U. S. has been assured its usual quota 
as in the past. 

Both Venezuela and Trinidad are experiencing sharp 
reductions in crops caused in part by a disease known 
as “witchbroom”, but after consulting the authorities, 
planters and exporters, Mr. Witkin reports that every- 
thing possible is being done to control the spreading 
of the disease, and as a matter of fact, new settings of 
“witchbroom” resistant trees have already been planted 
in Trinidad under Government supervision. 

In the Dominican Republic many farmers are neglect- 
ing cocoa, preferring to devote their efforts to more 
profitable commodities like coffee, rice, corn, etc. With 
the cessation of hostilities, however, given better prices 
for cocoa, farmers could be encouraged to return to more 
intensive cocoa cultivation. Potentially, the Dominican 
Republic could double its present production. 

Mr. Witkin is chairman of a special committee ap- 
pointed by the New York Cocoa Exchange, Inc., to 
study ways and means of increasing cocoa production 
throughout the world, particularly in the Western Hem- 
isphere, and he took the opportunity during his visit 
to suggest to the officials modern methods of produc- 
tion and transportation, which in the long run should 
encourage the increase of production in the Western 
Hemisphere. 


Kizzia Promoted by General Foods -_ 


Clark V. Kizzia, who has been district sales manager 
in Richmond, Va., has been made research and sales 
planning assistant to the national sales manager of GF 
in New York, Austin S. Igleheart, General Foods presi- 
dent, announced. 


®@ Dr. Horace L. Sipple has been appointed director of 
the research and educational program of the Evaporated 
Milk Association, according to an announcement by Dr. 
Frank E. Rice, executive secretary of the Association. 
Dr. Sipple was formerly associated with the research 
division of the American Can Company. 





EXCELLENT POPPING 


POPCOR CONDITION... 


$]].10 Per 100 ibs. Ceiling Price 


ORDER Your Entire Year's Needs NOW 
10c size cartons.............. $6.50 per M. 
Ps GND ctensentesenninens 2.25 per M. 


POPCORN SALT AND SEASONING 
(Points Required on Seasoning) 
ALL PRICES F.0.B. CHICAGO, ILLINOIS 


POPPER'S BOY PRODUCTS CO. 


60 E. 13TH ST. CHICAGO 5, ILL. 
Phone Harrison 0997 Immediate Shipping 
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American Maize Promotes Dr. Buchanan 

The American Maize-Products Co., has announced the 
following promotions and additions to their personnel 
within the organization. 

Dr. B. F. Buchanan, recently promoted to supervisor 
of Research, has been transferred from New York to 
Roby, Indiana. Miss Martha Sea- 
strom has been named assistant to 
Dr. Buchanan in the company’s 
New York laboratory and Mrs. 
Marjorie Hostetter has been ap- 
pointed director of the newly- 
formed Nutritional Laboratory 
and Experimental Kitchen, also lo- 
cated in New York and under Dr. 
Buchanan’s supervision. 

William Ackerman has been 
transferred from the sales staff to 
become manager of engineering 
service; H. A. Kaufmann in addi- 
tion to his present position as 
manager, Sales Research, has 
been named manager of Industrial 
Service; and R. L. Lloyd, formerly of Bakery Service 
Division, becomes manager of food service. All three 
men will maintain headquarters in New York. 


Marco Moves to Larger Quarters 

For the third time in eight years, the Marco Com- 
pany, manufacturers of processing equipment, consisting 
of Homogenizers, Kom-bi-nators and Pumps, have moved 
to larger quarters. They are now located at Third and 
Church Streets, Wilmington 50, Delaware, where they 
occupy a modern, two-story building facing one of the 
few parks in Wilmington. Their manufacturing and 
laboratory facilities are now located on one floor, and 
the plant has been laid out for streamlined production. 
The material enters at one end and the finished products 
leave at the other. The laboratory space has not only 
been enlarged, but it is being re-equipped with the latest 
apparatus which will make it one of the most complete 
of its kind. 
White Heads Republic Steel 

Mr. Charles M. White, vice president of Republic 
Steel Corporation, has been elevated to the presidency 
to succeed Mr. R. J. Wysor. Mr. Tom M. Girdler, chair- 
man of the board, announced the change. Mr. White 
entered the steel industry in 1915 at Jones & Laughlin 
Steel Corp, became associated with Mr. Girdler when 
he assumed the presidency of that company and moved 
with Mr. Girdler to Republic Steel in 1930. Mr. Wysor 
retired from the presidency of Republic Steel at his 
own request. Mr. Wysor is in Germany for the purpose 
of rehabilitating the steel industry there. 


| POST-WAR PLANNING for SMALL BUSINESS 


Here’s the good news for the returning veteran. The Gov- 
ernment guarantees loans by bank, loan company, or friend, 
up to $2,000 with RFC or SWPC approval. Only require- 
ment is a project reasonably sure of success. Champion 
Processing Equipment more than guarantees success for 
the pecan industry. 

A recent poll of U. S. troops shows some 300,000 soldiers 
planning to buy farms. It’s these boys whom we believe 
should be encouraged to cultivate pecans on suitable, waste 
land. N ow, as never before, we need new industry to pro- 
vide jobs for those who have fought for their country. 

Growing and processing pecans is a new and basically 
sound industry to fit into the post-war business life of our 
country. 

H. A. Wittliff, Sr.. Pres—CHAMPION PECAN MACHINE CO. 
CO-OPERATIVE PECAN SALES COMPANY, INC. 
401, Augusta Street San Antonio 2, Texas 





Dr. B. F. Buchanan 
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D OYOU. emit, thicken, 


stabilize, suspend or gel 





We offer two seaplant extractives which may prove to 
be the answer to your emulsifying, suspending, thick- 
ening or stabilizing problems: 


KRIM-KO GEL—an all-purpose colloid-assistant which, 
with improved tehniques of use, can prove effective in 
practically all food, pharmaceutical and industrial 
applications. 


CARRAGAR:—an agar-type gelatin which forms tender, 
fruit-like gel over a wide pH range. Does not require 
acidulation to produce desired results. 


Both products are now being successfully used by 
nationally known manufacturers in many fields. Write 
for literature, and any desired specific techniques. 





GREE Se oan oee t 


newagar-typejellyingagent! | 





KRI \Y/ fr 4 @) Company 


SEAPLANT PRODUCTS 
DIVISION 
SCITUATE, MASSACHUSETTS 












IMITATION VANILLA FLAVOR 


REOHSTERED FRADE mane 


Fe hel abet precious 


essence of the Mexican 
Vania bea sf blended into amazingly 
ILLA to give extra, effec- 


na. Prezanilla 





[saa 
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CONFECTIONERY BROKERS 





A. K. ACKERMAN COMPANY 


Established 1896 Food and Candy Brokers 
353-55 Leader Building 
14, OHIO 
Terr: Cleveland-Northeastern Ohio 
Want 5 lb. box lines for Holiday, Easter Trade. 


GENE ALCORN & CO. 
1340 E. 6th Street 
LOS ANGELES 21, CALIFORNIA 
383 Brannan Street 
SAN FRANCISCO 7, CALIF. 
Territory: State of California 


J. N. ALLEN & CO. 
Box 628 
RALEIGH, N. C. 

Box 570 

GREENSBORO, N. C. 
Territory: North Carolina 


EDWARD A. (Candy) BARZ 


Manufacturers’ Representative 
Broker & Expediter 
P. O. Box 395 
LA PORTE, INDIANA 


H. K. BEALL & CO. 
201 N. Wells St. Phone RANdolph 1618 
CHICAGO 6, ILLINOIS 
Territory: Illinois, Indiana, Wisconsin 
25 years in the —— Bus:ness 














H. ‘ BLACKWELL COMPANY 


Emery Way at Sunset Drive 
EL P. TEXAS 


Phone: Main 8253 
Terr: Tex., N. Mex., and Ariz. 





BELL SALES COMPANY 
100 Howard Street 
SAN FRANCISCO 5, CALIFORNIA 
Candy & Food Specialties 
Terr: Calif., Reno, Nev., Hawaiian Islands 


JOHN T. BOND & SON 
637 S. Wilton Place—Phone: Federal 6028 
LOS ANGELES, CALIF. 
Territory: Pacific Coast 
Our 25th Year in Candy and Food Field 


J. J. BOND & COMPANY 
1840 Hill Crest—Phone: 7-1800 
FORT WORTH 7, TEXAS 


Territory: Texas 


THE GOULEY BURCHAM CoO. 
1848 E. Vernon Avenue 
LOS ANGELES 11, CALIFORNIA 
Terr: S. Calif., Ariz., N. Mex., W. Tex., 
Offices: L.A., Phoenix, Tucson, El Paso, 
Albuquerque. 


CAMERON SALES COMPANY 
5701 E. 6th Ave.—Phona: Dexter 0881 
DENVER 7, COLORADO 
Terr: Col., Utah. Ida., Mont/, Wyo., N. & S. Dak. 




























SR, We Go missionary work in cooperation with our job- 
bers for retail placements. 


.- We supervise national sales through our association 
with resident brokers from coast to coast. 


pe x. We maintain showrooms and sales offices, and ar- 
range for warehousing and local deliveries. 
* G te owe We check credits on all orders — Guarantee all 


CARTER & CARTER 


Confectionery Mfr's. Agents. Established 
with Industry since 1901. 
SEATTLE, WASHINGTON 

91 Connecticut St.—Phone: Main 7852 
Terr: Wash., Ore., Utah, Ida., Mont., Nev., Wyo. 


THE EDWARD M. CERF CO. 
740-750 Post Street 
SAN FRANCISCO 9, CALIF. 
Specializing in candy and allied lines; 
Unexceptionable banking, other references. 





HYDE BROS. 
Candy Specialists 
P. O. Box 306, LINCOLN, NEBR. 
P. O. Box 1852, WICHITA, KANS. 
Terr: Covering Missouri Valley over 30 yrs. 





DONALD A. IKELER 
2029 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 


KENTUCKY BROKERAGE CoO. 
271 South Hanover Ave. 
LEXINGTON, CKY 

Special Sales Agents in candies, chewing gum 
and allied lines. Bonkinea references. 
Terr: Ky., E. Tenn., part of Va. and W. Va. 








MALCOLM S. CLARK CO. 
332 Virginia Ave. 
SAN FRANCISCO 10, CAL. 
923 E. Third St. 
LOS ANGELES 13, CAL. 
1238 N. W. Glisan 
PORTLAND, OREGON 
 & Box No. 176, Phoenix, Arizona 


CHARLES R. COX 
1428 Erie Blvd 
SANDUSKY, OHIO 
Territory: Ohio. Michioan, and Indicna 


D. J. DUNCAN & SON 
Confectionery and Sundry Lines 
3336 Hanover Street 
DALLAS 5, TEXAS 
Terr: Texas and Oklahoma 


- FACTORY SALES COMPANY > 
Broad Street Bank Building 
TRENTON, NEW JERSEY 
Specialists in Specialties 
Terr: N. J.; Pa.; Dela.; Md.; & 
Washincaton, D. C. 


WALTER M. GREESON CO. 
101 Smith Street 
FLINT 3, MICHIGAN 
“We Are At Your Service Always— 
And All Ways” 
Terr: Michigan. — Estab. Since 1982 


M. GRUNBERG 
3619 Rutherford S*., Phone 4-7138 
BURG, PENNA. 
Territory: Penna., Md., Dela., D. C. 


HARTLEY SALES COMPANY 
GEORGE W. HARTLEY 
742 S. W. Vista Avenue—Phone: ATwater 5800 
PORTLAND 5, OREGON 
Territory: Orecon and Washinaton 














JOS. H. KENWORTH 
850 Lake Shore Drive—Phone: Whitehall 4850 
CHICAGO l1, 
Territory: Chicago, Milwaukee, Minneapolis, 
St. Louis, Detroit. 25 years in territory. 


T. J. LANPHIER COMPANY 
Confectionery and Food Products 
BILLINGS BUTTE GREAT FALLS 
(General Office)—Established 1907 
Territory: Montana & Northern Wyoming 


JESSE C. LESSE 
Candy and Allied Lines 

Office and Sales Room 
248 Boylston Street 
BOSTON 16, MASS. 


HARRY LYNN 

Candy Manufacturers’ Representative 
1511 Hyde Park Blvd. 

CHICAGO 15, ILL. 

Terr.: Chicago, Milwaukee, Ill., Ind., S. Wis. 


R. C. MEAD COMPANY 


1807 E. Olympic Boulevard 
LOS ANGELES 21, CALIFORNIA 
Coverage—Pacific Coast States 


RALPH L. MUTZ COMPANY 

















Terr.: Cal.; Honolulu, Hawaii 


PEIFFER FOOD PRODUCTS CO. 
Imported and Domestic Candies 
104 So. Mich. Ave.—Phones: State 3531-32 
CHICAGO 3. ILL. 


PICKRELL and CRAIG CO. 
Incorporated 
LOUISVILLE 2, KY 
Also Offices and Warehouses at 
Middlesboro and Lexington, Ky. 


Reno, Nev.; 











LEON K. HERZ 
1290 Grand Ave., Emerson 7309 
ST. PA ° 
Territory: Eastern N. Dak., Minn. 
Western Wis. 


BERNARD B. HIRSCH 
342 N. Water Street 
MILWAUKEE 2, WISCONSIN 
Terr: Wis.; Ia.; Ill. (excluding Chicago); 
Mich. (Upper Penn.) 








HUTCHINS BROKERAGE Co. 


218 Third Ave., N. 
MINNEAPOLIS 1, MINN. 
Terr: Minneapolis and Adj. Terr. 


Poe eg * 





HART POSKA COMPANY 
1203 Western Ave.—Phone Seneca 2466 
SEATTLE 1, WASHINGTO! 
Territory: Ore., Wash., & Northern Ida. 


Cc. L. POSTON 
335 Burgiss Building 
JACKSONVILLE 2, FLORIDA 
Confections & Allied Lines 
Terr: Ga.; & Fla. 20 yrs. in terr. 


J. W. PURNELL 


Confectionery Manufacturer’s Agent 
303 Amherst Avenue 
RICHMOND 22, VIRGINIA 
Territory. Virginia, N. & S. Carolina 








ity 


zt,» "TO THE NAN Wir A-LINE... OF QUALITY CONFECTIONS! 
We are equipped to do a forceful and complete selling job for you — 


G, We cover Metropolitan New York with its jobbers, 
“~~ chains, syndicates, department stores, and special 


We have a proud record of 30 years of service in this 
industry 


Let’s make plans together for your quality line in the ; 
promising postwar market. oy 


HVSCHECHTER: — inset 220 FIFTH — wet ie ‘ua — ony 3-8847-8 | 
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FRANKLIN RAY 
1419 W. Allegheny Ave. 
PHILADELPHIA 32, PENNSYLVANIA 
Terr: Pennsylvania and W. Virginia 
Active coverage every six weeks, 


H. V. SCHECHTER SALES 
ASSOCIATES 


MU 3-8847—220 Fifth Ave. 
NEW YORK 1, N. Y. 
Candy and Allied Items 
Terr: Metropolitan New York 








D. 
Texas, Louisiana. 15 Yrs. in territory. 


THEODORE A. SOMMER 
8336 Maryland Ave. 
CHICAGO 19, ILLINOIS 
Tel. Vincennes 7174 
Confectionery and Food Products 
Serving Chicago Metropolitan Area 25 years 


GEORGE R. STEVENSON Co. 


302 Terminal Sales Building 
WASH. 








Territory: Wash., Ore, Ida., Mont. 
Over 20 years in this area. 


C. H. THOMPSON 
1421 Sigsbee St., S.E. 
RAND RAPIDS 6, MICHIGAN 
Territory: Michigan only. 


L. J. THOMPSON 

1238 N. W. Glisan Street 

PORTLAND 9, OREGON 
Terr: Ore., Wash., W. Idaho 


RALPH W. UNGER 


923 East 3rd Street—Phone: Trinity 8282 
LOS AN ALIFO 











Terr.: Calif., Ariz., N. Mex., West. Tex., Nev. 


N. VAN BRAMER SALES CO. 


3844 Huntington Ave. 





Territory: Minn., N. Dak., S. Dak., Ia., Neb. 


W. A. (BILL) YARBOROUGH 
38 Palisades Rd., NW 
ATLANTA, GEORGIA 

Territory: Ga., Fla., Ala., Miss., Tenn. and Ky. 


HARRY YOUNGMAN BROKER- 
AGE COMPANY 


2145 Blake Street 
DENVER, 
Territory: Colo., Wyo., Utah, Idaho, Mont. 


IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. 
25 Years Experience 
Territory: excluding Phila., Pa. & W. Va. 














GEORGE L. TRACY CO. 
813-814 First National Bank Building 
EAT FALLS, MONTANA 
(Headquarters) 
(Also offices in Butte and Billings) 
Concentrated coverage Mont. & N. Wyo. 


GEORGE L. TRACY co. | 


509 Metals Bank Building 
NTANA 


499 Sten'eton Building 
BILLINGS, MONTANA 
(Headquarters Great Falls) 
Regular coverage of N. Wyo. & Montana 

WAHL BROKERAGE 
Manufacturer's Representatives 
3813 N. Cramer St. 
MILWAUKEE 11, WISCONSIN 
Terr: Mich., Ind., Ill., Wis., part of Iowa 
and Minn. 


WITTENBERG-ROSS 
24 California St.—Phone: Exbrook 7973 
SAN FRANCISCO 11, CALIFORNIA 
318 West Ninth St.—Phone: Trinity 7159 
LOS ANGELES 15, CALIFORNIA 
Terr: Calif., Ore., Wash., Hawaii & Export 
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Candy As A Food 

In your January, 1945 issue, the 
article by W. H. Childs, “Candy Has 
Food Value”, appeared. The Com- 
mittee on Food Composition is in- 
terested in material of this nature 
and would be greatly indebted to you 
if it-could get 10 copies. | hope re- 
prints are available. 

—Washington, D. C. 

REPLY: We regret that the sup- 
ply of the January issue of THE 
MANUFACTURING CONFECTION- 
ER is exhausted. However, we are 
enclosing tear sheets of this article 
(Part 2) and including tear sheets 
of (Part 1) which appeared in the 
December, 1944 issue. We trust this 
will be helpful to your committee. 


Preshrunk Plywood 

Sometime ago mention was made 
in your paper with regard to the 
pre-shrinkage treatment of plywood 
which would be of considerable in- 
terest to the Confectionery Trade 
who, as you know, use large quan- 
tities of plywood trays in the pro- 
duction of confectionery. There does 
not seem to be any knowledge 
amongst the technical people in this 
country and as we, as a firm, are 
vitally interested in this subject we 
would be grateful for any advice or 
information you could give us. 

—England. 

REPLY: “The Anti-Shrink Treat- 
ment of Wood with Synthetic Resin- 
Forming Materials and Its Applica- 
tion in Making Superior Plywood,” 
No. R1212, a publication of the U. 
S. Department of Agriculture, Forest 
Service, has been sent to you. 


A Mint Formula ; 
I'd appreciate it very much if you 
could obtain a formula for making 
After Dinner Mints. 
—M ichigan.— 
REPLY: A formula for making 
this type of mint is: 
20 lbs. granulated sugar 
4 oz. cream of tartar 
1 oz. Peppermint Oil 
5 pints water 
Cook to 285 degrees F. Pour on 
slab. Sprinkle with little water and 
add about 2 lbs. of pulverized sugar. 
Pull as soon as possible, adding the 
flavor while pulling. Size down to 
about one-half inch rope and cut. 
Dust with powdered sugar and place 


in a tight container and store in a 
warm place overnight, until the mints 
become creamy. 


Wartime Conditions Allowed For 


At the present time, we accept 
practically any color we can get for 
our candy wrappers and we are 
aware that the colored wrapper does 
not blend too well with the color 
of the container. War time is no 
time to put any product through the 
paces but we are interested to hear 
what you have to say about our 
candy. 

—Massachusetts. 


REPLY: We agree that hardship 
exists in connection with the wrap- 
ping as well as in the manufacture 
of candy. We believe the Candy 
Clinic takes many of these facts into 
consideration in judging the candies 
on the market. 


Display Fixtures 
On page 56 of THE MANUFAC. 
TURING CONFECTIONER, Decem- 


ber, 1944, there was a news article 
headed “Display Idea Offered.” A 
20 page booklet was offered by the 
Douglas Fir Plywood Association 
but the address of this association 
was not included. 

Will you please let us know the 
correct address? 

—Indiana. 

REPLY: The Douglas Fir Ply- 
wood Association, Tacoma Building, 
Tacoma, Washington. 


Stearic Acid 


We are very much interested in 
the article on Stearic Acid (January, 
1945) and would like to have a copy 
for our files. Can you supply us 
with a reprint or another copy of 
THE MANUFACTURING CONFEC.- 
TIONER? 


Illinois. 


Candy Clinic 


I have always been interested in 
the very fine analysis which your 
clinic has made of various candy 
products on sale on the American 
market. 

I did not catch your article rela- 
tive to our item in the November is- 
sue of THE MANUFACTURING 
CONFECTIONER. 


Under separate ‘cover, we are send- 
ing you a box of our candy and 
we would like to have the clinic an- 
alyze this candy in an early forth- 
coming edition. We realize-the com- 
ments are made in a constructive 
spirit and will appreciate an honest 
opinion. 

—Minnesota. 
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SPEED plus 


PERFECT WRAPPING 


for irregular bars and 


peppermint patties 








On those occasions when the “pressure is on” — 
when production time is limited—that’s when 
the thoroughbreds in a production line demon- 
strate their superiority. 

With only one operator in attendance, the 
model DF will wrap up to 130 bars per minute. 
A variable-speed drive permits adjustment of 
speed while the machine is in ntotion. The 
change-over from one bar size to another, re- 
quires only a simple handwheel adjustment, 
and the substitution of a few parts. An auto- 
matic card-feed, a proven labor-saver, is pro- 
vided as standard equipment. 

This machine is adaptable to virtually any 
kind of wrapping material, and produces a 









smooth box-like wrap, no matter how irregular 
the bar may be. A superior electric-eye device 
assures uniformly perfect location of the printed 
design, no matter how long the run. In wrap- 
ping patties or similar disc-shaped goods, the 
machine forms the wrapper around the product 
in neat pleats with folds firmly sealed at bottom. 
Speed of patty wrapping is 90 per minute. 

Consult our nearest office for additional in- 
formation about the DF, or for assistance on any 
packaging problem. 


PACKAGE MACHINERY COMPANY 


Springfield 7, Massachusetts 
30 Church St., New York 7 « 111 W. Washington St., Chicago 2 
101 W. Prospect Ave., Cleveland 15 « 4435S. San Pedro St., Los Angeles 13 
18 Dickens Ave., Toronto 8 


PACKAGE MACHINERY COMPANY 





Over a Quarter Billion Packages per day are wrapped on our Machines 
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ALUMINUM FOIL 


Provides Good Display and Protection for Candy 


J. LOUIS REYNOLDS, Vice President 


Foil Division, Reynolds Metals Company 


t took a war to make the public 

realize that candy is a food with 
a vital role to play in the dietary 
picture. The story of the “air crew 
lunch”, an assortment of candies, 
which Quartermaster Corps reports 
enables a flyer to raise the ceiling at 
which he can do without his oxygen 
mask by 5,000 feet—stories of 
ground troops on forced marches and 
in fox holes,* and of workers in de- 
fense plants—all testify to the value 
of this concentrated food in supply- 
ing quick energy and a lift to morale. 
The candy industry is riding on the 
crest of this high regard, now; buat 
the time is. just ahead when living 
will be easier and few will lead the 
dangerous and strenuous lives of to- 
day. Food will be plentiful—we 
hope, and candy will have to be 
good and look good, to keep its 
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By 


present position as a wholesome and 
necessary food. 

At present, most of us are grate- 
ful for anything in sweets we're able 
to get, but soon the public will have 
time to sit back, savor and appraise 
candy. They'll come back for seconds 
otily on those that set the tastebuds 
tingling in proper harmony. That the 
packaging of candy has a great deal 
to do with its flavor, quality and 
freshness, is a well-known fact—one 
that has been unavoidably neglected 
these war years, but one that is due 
for a great deal of new attention, 
right now. And with packaging in 
the limelight, aluminum foil has a 
mighty interesting story to teli the 
candy industry. 

At the beginning of the war. candy 
shipped overseas often arrived 


spoiled, due to the temperature .and 
humidity of such places as Tarawa 


and Guadalcanal. The Quartermas- 
ter Corps stepped in and set up pack- 
aging specifications that could with- 
stand the climatic conditions of these 
tropical regions—stand the wear and 
tear of war-time handling too. And 
among the most effective of the ma- 
terials developed have been lamina- 
tions of metal foil. The Revnolds 
Metals Company, originators of 
modern metal foil packaging, worked 
with candy manufacturers and the 
Quartermaster Corps in developing 
this packaging, as they have done 
with manufacturers and armed forces 
personnel for, all types of war ma- 
terials for overseas—everything from 
Bibles, medical supplies and food 
products, to bullets, parts for planes, 
and torpedoes. Due to the scarcity 
of aluminum, most of this packaging 
was composition foil. Now—off the 
critical list, aluminum foil is not only 
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available for additional war uses— 
but civilian consumer packaging as 
well—production and _reconversion 
facilities permitting! 

Actually, aluminum foil is the 
metal aluminum rolled paper thin. It 
is completely flexible, and has all 
the qualities of the metal that make 
it well able to fight a battle for candy 
freshness and flavor. It keeps out 
both air and moisture. Air cannoi 
get at candy ingredients to cause 
them to oxidize—lose flavor and be- 
come stale. Precious flavoring es- 
sences, natural flavors, and natural 
moisture cannot evaporate through 
foil, and conversely, humidity condi- 
tions cannot penetrate foil to cause 
candy to become sticky or sugary. 
Colors do not bleach out or go off, 
not only because foil is moisture-va- 
por-proof, but because it is an 
opaque material, impervious to light. 

Rancidity, another bugbear, par- 
ticularly of candies containing butter, 
coconut oil or other fats, is in large 
part caused by light, and is pre- 
vented for a longer period than 
would be the case if the candy did 
not have foil packaging. Foil has 
still another property of great value 
in candy packaging. It has high re- 
flectivity and reflects the radiated 
heat of sunshine or store lights. Con- 
fections wrapped in foil tend to re- 
main cooler because they do not ab- 
sorb this heat. 

Before the war, these protective 
qualities of foil were well recog- 
nized by manufacturers of chocolate 
bars, chewing gum and the manufac- 
turers of high quality confections in 





he war has stimulated packaging research. The very fact that our 

armed forces have battled in different theatres under different 
climatic conditions in this global war has made the correct packaging 
of the many supplies required imperative. 


While food is but one item necessary to maintain fighting forces 
in the field, it must be properly packaged so that it may be delivered 
in a palatable form. 


Captain Vernon M. White, in his speech at the Chicago NCA Con- 
ference (please refer to the Manufacturing Confectioner, page 16, 
July 1945), mentioned the contributions made by the QMC Subsistence 
Research and Development Laboratory in connection with confections 
for Armp rations. 


These developments could only come from a large organized re- 
search effort: a cooperative undertaking of the supply field. the candy 
companies actually producing rations and the QMC. The confectionery 
industry is indebted to this research made necessary by the war. The 
improved packaging techniques developed give candy a longer shelf 





life, thereby insuring a certain measure of freshness. A positive step 
has been taken towards post-war exportations of candy. 








the luxury class—chocolates, bon- 
bons and fancy confections. Wraps 
for these confections were usually 
of plain aluminum foil. In the years 
just prior to the war, the company 
had begun the lamination of foil to 
other materials—paper, tissues, pre- 
war plastic sheetings and others. 
These combined in the one sheet the 
best features of another material with 
the wonderful protective qualities of 
foil. Reynolds developed the emboss- 
ing and printing of foil too, and at 
the outbreak of the war, exquisite 
wraps and packaging for confections 
—made of laminated foil materials, 
were in use by many discerning 


manufacturers. They already had a 
reputation as the finest -in protective 
—as well as the most beautiful pack- 
aging in the confectionery field. 

Although the war brought most 
of this to a sudden stop, it will not 
be without benefit to the candy in- 
dustry. The experience acquired in 
the development of materials to with- 
stand great extremes of climate and 
all the hazards of wartime shipping 
—new techniques, high speed produc- 
tion methods—all will result in foil 
packaging offering new highs in pro- 
tection for candy. 

Aluminum foil materials are avail- 
able in specifications to meet the 


Foil wrappings make attractive displays within the Candy Box. The foil lends an interesting and jewel-like appearance to the Candy. 
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LASSE a REASON 


_ PULP—Only a few special pulps 

can be used in making glassine 

and greaseproof. 

“Glassine and Greaseproof” is the 
common trade designation for a 
vast group of protective packaging 
papers, unlike all other forms of 
paper due to certain basic manu- 
facturing differences. The technical 
qualities of Glassine and Grease- 
proof can be varied in many ways 


_REFINING—Special refining equip- ' 


ment is needed to properly prepare 
the pulp for the paper machine. 


PAPER MACHINE 


—Fourdrinier 
machines are 
required, and 
must be run 
very slowly to 
provide proper 


formation and | 


drying. As the 
paper leaves 
the machine 
it is opaque 
gréaseproof, 


SUPER-CALENDER 
—The opaque 
greaseproof be- 
comes franspar- 
ent glassine 
through a special 
super-calender- 
ing operation. 
No other treat- 
ment is required. 


on the paper machine or by later 
finishing and converting operations. 
This enables us to “‘tailor-make’’ our 
papers to your individual require- 
ments —efficiently and economically 
—an accomplishment that has made 
Riegel’s Glassine and Greaseproof 
among the most widely used of all 
packaging materials. 


RIEGEL 


PAPER CORPORATION 
342 MADISON AVE., NEW YORK 17, N. Y. 


MANY SPECIAL FINISHING AND CONVERTING OPERATIONS 


EMBOSSING : WAXING LACQUER- coaTiNe PRINTING 


There are many ways in which we can finish or convert glassine and greaseproof to give it the exact qualities you 
require—continuous or spot-printing, embossing, lacquer-coating, laminating, inter-folding, inter-leaving, and so on. 
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exacting needs of almost all types 
of existing packaging machinery. 
They have been developed in sheet 
or roll form, printed, and with elec- 
tric eye cut-off for automatic packag- 
ing operations. They can be heat- 
sealed by packaging machinery, 
crimped or folded. Plain foil can also 
be used on packaging machines and 
in some cases may mean a saving, as 
in the case of small unit candy wraps, 
when it can be substituted for a 
laminated material. 

Aside from protection for his pro- 
duct and ease of handling, a candy 
manufacturer wants packaging with 
eye-appeal and beauty. Since candy 
is not actually a necessity of life in 
the normal world, it is bought large- 
ly on impulse, and must catch the 
eye. Here aluminum foil really goes 
to town. It is strikingly beautiful in 
its original form and enhances the 
beauty and eye-appeal of designs and 
colors used in printing it. The Rey- 
nolds company uses a special roto- 
gravure process, employing some of 
the largest presses of this type in the 
world, and opaque and transparent 
inks of their own development. Col- 
ors and designs printed on foil take 
on an added depth, brilliance and an 
appearance of quality and luxury. To 
further add to these qualities, high 
gloss lacquers are sometimes used to 
add transparency and even greater 
brilliance. 

Merchandising methods for candy 
are such that it must make a good 
display piece, and since aluminum 
foil reflects better than 95% of all 
light rather than absorbing it, it has 
great display value. Foil wrapped 
candy bars, bags or packages show 
up better in display cases and cre- 
ate a spot of brightness wherever 
placed. And in this same catagory, 
durability ranks as another plus for 
foil. It takes a sturdy material to 
‘stand up under the many and varied 
conditions under which candy is 
sold. Foil does not scuff easily. It 
does not show dust, fingermarks or 
fly specks, and remains fresh and 
lustrous until it’s finally discarded by 
a pleased customer. 

Foil packaging can be tailored to 
meet the requirements of all types of 
candy and confections. For the bar 
or biscuit types, it is possible for the 
innerwrap, the overwrap and outer- 
wrap to be combined in the one 
printed piece. This makes for lower 
packaging costs and simplification of 
machine operations. Foil wraps can 
be used in combination with wraps 
of other materials to conform to the 
ideas of manufacturers and the par- 
ticular requirements of some items. 
Where wraps are folded rather than 
heat sealed, aluminum foil makes a 
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MILK CHOCOLATE 


a 
with ALMONDS # 





“ : : \ 


mere! 
A group of foil-wrapped bars. The foil protects the candy and gives it a very 





attractive appearance. 


tighter, more permanent fold and ef- 
fects a better seal. Display cartons 
can be carried out in laminations 
of foil to chip-board or paper-board 
and will have all the eye-appeal and 
beauty necessary to form the perfcct 
setting and attention getter for the 
individually packaged items. 

Many types of small candies, both 
of the hard and of the “kiss” type 
are offered for sale in bags, enve- 
lopes or “packettes”. Tere again, 
foil has a great deal to offer. This 
type of foil package can be printed 
in colorful and striking designs giv- 
ing them fine eye-appeal and mak- 
ing them excellent sellers. In addi- 
tion, the grease and moisture-proof 
qualities of foil as well as its sturdi- 
ness made it a pleasant-to-hold con- 
tainer from which to eat these can- 
dies. Foil also gives them protec- 
tion from the ill-effects of hot wea- 
ther and humidity. 

The packaging of caramels, choc- 
olates, bon-bons and confections of 
the luxury type can be given great 
distinction of design, daintiness and 
beauty by the use of foil materials. 
Exquisitely embossed and printed 
foils, in all manner of color combi- 
nations and patterns can be used in 
combination with box material: to 
form boxes and outer wraps. Over- 


laps can be carried out in foil, using 
either the natural silver color of foil, 
or colored, printed or embossed foil. 

Individual pieces inside the box 
can be wrapped in contrasting foil, 
giving them a jewel-like appearance. 
Foil seals for the outside of the 
box—tribbons of colorful laminations 
of foil and plastic materials are other 
decorative and practical possibilities 
for boxed candies. And with all their 
beauty and luxurious appearance. 
these aluminum foil materials are 
sturdy. resist soiling and carry on 
the work of keeping the delicious 
and nutritious ingredients that go 
into these confections in perfect eat- 
ing conditions for connoisseurs of 
fine candy. 

All of these many types of fine 
candies produced by candy manufac- 
turers with the greatest skill and care 
and with the use of the best food in- 
gredients. They are at their peak of 
flavor and toothsome deliciousness 
when they leave the manufacturers’ 
kitchens and they are worthy of the 
best of packaging to keep them in 
the same condition until they are 
being savored to the last bit. Alu- 
minum foil packaging will accom- 
plish this miracle and more in addi- 
tion. It’s always sure to catch the 
customer's eye! 
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“LOOK, LADY, 


Exit: The Silent Salesmen! 


COATED LITHWITE MAKES YOUR PACKAGE SPEAK UP...AND SELL! 








Tue “Silent Salesman” package or folding carton did all right so long as 
there was plenty of sales clerks to help it off the shelf. 


But, tomorrow, with rising operating costs forcing more and more retailers 
into self-service, packages will be on their own. They'll have to speak up 
and stand out in mass counter and shelf displays. They can’t be “silent” 
salesmen. They'll have to out-talk competition if they're going to out-sell 
competition. 


And that's where Cartons of Coated Lithwite can help 


This revolutionary, machine-coated paperboard makes it possible to print 
a speaking likeness of your product on your package... one that says “Stop, 
Look, Listen!” For Coated Lithwite has a oD were te surface ...a perfect 
base for printing plates and inks. Colors come up crisply, brilliantly. Your 
package has a quality look and feel that makes customers instinctively 
reach for it. 

Keep Ccated Lithwite Cartons in mind as you set up your post-war pack- 
aging plan. Clip the memo below and keep it within easy reach for the 
day when Gardner-Richardson can again accept new orders for “talking” 
folding cartons made of this revolutionary machine-coated paperboard. 


The GARDNER-RICHARDSON Co. 


Manufacturers of Folding Cartons and Boxboard 


MIDDLETOWN, OHIO 
Soles Representatives in Principal Cities: PHILADELPHIA . CLEVELAND ~ CHICAGO . ST. LOUIS . NEW YORK ~ BOSTON ~ PITTSBURGH ~- DETROIT 
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Riegel Official Discusses 


Paper Situation 


Mr. F. S. Leinbach, Assistant to the General Manager, 
Riegel Paper Corporation, New York, discussed the 
paper situation before the Annual Meeting of the New 
York Section, Institute of Food Technologists held at 
the George Washington Hotel. 

The supply is now short due to the large war-time 
demand for paper and containers and to the lack of raw 
materials due to nitrating pulp, labor supply and trans- 
portation during the winter of 1944 and 1945. But a 
gradual improvement can be expected, because of a 
somewhat lessened war demand, though partly offset by 
rehabilitation requirements and because of foreign pulps’ 
becoming gradually available, allowing fuller production 
schedules and the correction of dislocation in supply, 
waste to waste user, and pulp to pulp user. 

The results may possibly be seen in the fourth quarter 
through a somewhat increased quantity available, better 
delivery service from the mills and a closer approach 
to pre-war quality standards. 

The paper industry, like nearly all industry, finds true 











TAFFEL BROS., Inc. 


95 MADISON AVENUE * NEW YORK 


” 
— 
3 
~ at 


7) 
4 


i 


b. 





the statement of the National Development and Re- 
search Council, “The times are characterized not so 
much by fundamental advances in new knowledge, as 
by tremendous advances in technique—in the wide- 
spread application of prewar knowledge.” 

An inspection of some of these in the paper industry 
shows that the technique of woodpulp preparation is 
fundamentally the same. There are still the four broad 
classes of kraft (sulphate), sulphite, soda, and ground- 
wood. Manufacturing techniques are about the same. 
Bleaching techniques are expected to improve. New 
production at home and abroad is tending toward kraft 
(sulphate) and toward more effective and efficient bleach- 
ing of both the sulphate and sulphite pulps. The result 
will be that the food packager will have cleaner, stronger. 
whiter papers to fit in with the trend toward more and 
more unit packaging of commodities. 

A big advance in technique has come through learn- 
ing to use the products of other industries to modify and 
to amplify the qualities of paper. Thermosetting resins 
amplify the qualities of wet strength papers. Paper plas- 
tic laminates have an unknown future in packaging. 
The modification of waxes is being studied and we can 
hope for modifications enabling stronger seals and better 
folding qualities. The use of tougher, modified wax 
coatings on paper is becoming more widespread as note 
heat applied labels. Lacquers and special coatings are 
being more widely applied. The result is that a wider 
use of heat-sealing as a package technique, and added 
qualities such as MVP, Greaseproofness, etc. This is 
enabling wider application for paper products whether 
in webs, bags, boxes, etc. 

For laminations, new combining materials are being 
more widely used, which, of themselves, have better 
adhesion and better MVT rates. This enables develop- 





Let A Felins PAK-TYER Tie It 
© FASTER @ BETTER @ CHEAPER 









With Cotton Twine 
or Printed String. 
Tie Candy Boxes 

and save time. 


Can tie 25-30 pack- 
ages per minute. 
Various sized pack- 
ages tied tightly : 
without adjustment. ———— 
No cut or bruised 
hands as in hand ty- 
ing. 


PAUL L. KARSTROM CO. 


Fillers, Heatsealers, Conveyor Set-ups, 
Special Machinery 
2620 S. Indiana Ave., CHICAGO 16, ILL. 
Package Consulting Engineers 
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N othing can be left to chance!” That is the watch- 
word at Reynolds. 


In the packaging laboratory each new problem is an- 
swered only after exhaustive tests have been made on 
every possible material and method. 


This machine calculates the stiffness of foil, paper, 
laminations. One small test among hundreds! 


There are twelve highly specialized departments in 
Reynolds completely equipped, modern packaging labo- 
ratory . . . dedicated now to the aim of developing better 
packaging to help hasten final victory in the Pacific. 


The needs of war have brought about packaging mira- 
cles! Undreamed of improvements have been made in 
the rolling, laminating and sealing of foil materials. 

For 25 years Reynolds have been the world’s largest 
producers of foil. Reynolds Foil has given new durability 
to beverage labels—increased the ‘‘shelf appeal’’ of many 
thousands of packages. When foil is no longer needed 
for vital Army and Navy uses—Reynolds foil labels will 
be ready to lend new glamour to your products. 

7 LA 7 

Address inquiries to—Reynolds Metals Company, 

Reynolds Metals Building, Richmond 19, Virginia. 
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When Eye- Appeal 
Means Sales- Appeal 


Insist On 





DEPT. Mvo 


LACHMAN-NOVASEL 
PAPER CO. 
111 Greene Street 


New York 12, N. Y. 
WOrth 4-6426 


ment of combinations of paper with films, foils and 
other papers. Interesting new “paper” uses therefore 
arise from the combination of paper and products such 
as films and aluminum foil. 

The greatest advance of all in technique in the paper 
field has been in the scientific development of the paper 
technician himself. He has educated himself to the fun- 
damentals and the requirements of food packaging. 
He has learned techniques for measurement, both qual- 
itative and quantitative, of the qualities required in food 
packaging. In many cases, the paper technician has been 
a leader in developing these techniques. 

Much of this advance has been War-born, mothered by 
necessity. All of it has been accomplished in the face 
of depleted laboratory personnel, but accomplished 
through close cooperation between the Food Technol- 
ogist and the Paper Technologist. It is the job of the 


Food Technologist to define—quantitatively—the _re- 
quirements his product places upon the package. The 
Paper Technologist looks to a future of great advance- 
ment in food packaging; and to the Food Technologist 
for the information that will spearhead this advance. 





AMA Conference Set for September 18-19 


First meeting of the American Managament Associa- 
tion’s 1945-46 conference season will be a two-day Pack- 
aging Conference, to be held September 18 and 19 at the 
Hotel New Yorker, New York City. As restrictions on 
travel necessitated cancellation of the Packaging Exposi- 
tion and Conference scheduled for last spring, the meet- 
ing will be the first held by the Association’s Packaging 
Division since March 1944. In conformity with travel 
regulations, attendance will be limited to those living or 
working in the New York area, but as in the case of the 
national meetings the Association has held in the past, 
sessions will be open to non-members. 

Featured will be a packaging problems session, at 
which experts will discuss problems submitted by the 
membership. Serving on the panel will be Martin Ullman, 
Industrial Designer, New York City; F. E. Leinbach, 
Assistant to the General Manager, Riegel Paper Com- 
pany, New York City; Stanley Burnham, Container 
Department, Merck & Company, Rahway N. J. and 
several others. 

Other topics and speakers will be: “The Coming 
Battle of Materials,’ Alan Cole, General Manager, 
Breskin Publishing Company, New York City; “New 
Techniques of Functional Plastic Packaging,” William 
Cullom, Director of Sales, Films & Foils, Celanese Cor- 
poration, New York City; and “Getting the Best from 
Your Packaging Machinery,” C. A. Claus, Vice Presi- 
dent, New Jersey Machine Corporation, Hoboken, New 
Jersey. 





Sylvania Industrial Wins 5th “E” 


For the fifth time in a row Sylvania Industrial Corpor- 
ation has won the Army-Navy “E” for outstanding war 
production. One of the few companies in the packaging 
and wrapping field that have received the award so often, 
it has held the “E” from December, 1942, and with the 
new award the plant will be entitled to fly the “E” flag 
with four white stars. During the war the company has 
experimented constantly with new types of cellophane, 
developing special kinds that are tailor-made for partic- 
ular war jobs, protecting rations, ammunition, vital 
blood plasma bottles and many other products necessary 
to the current offensive in the Pacific. 
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Se from Samyole Selling from a sample 


is old stuff ...is that what you’re thinking? Well, here’s a “selling from sample” 







idea that’s just sprouting. We are sure that age will never cripple its effectiveness. 
It hinges on H & D “Prepak*”—the packaging idea that brings merchandise to 


retail outlets, packed one sales unit to the box. A sample is displayed. When a 










sale is completed, the customer’s purchase is delivered directly from stock 


that hasn’t been sitting on sales floors, counters or shelves, collecting dust and dirt. 
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Post-War Packaging Idea 
‘‘PREPAK’’ 


“Prepak” helps manufacturers package their 
products for greater safety in shipment; helps 
retailers to achieve better store handling 
service and to reduce over-all packaging 
costs; provides customers with factory-fresh 
merchandise. We can tell you what happens 
when you apply this idea to your products. 
Send for your copy of “Behind The Scenes 
at the H & D Package Laboratory” today. 
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Canned Candy Pleases Servicemen 
By ELEANOR. E. DURKEE 


Sh: gamble has at last been taken 
from the shipping of candy to 
servicemen overseas, thanks to the 
hermetically sealed can which had 
just begun to come into wide use 


Discussing the enthusiasm with 
which the men look forward to 
chocolate candy, Captain Felton said 
that when they know a shipment has 
arrived, long lines immediately form 
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Above—Four large companies, Huyler’s, Howard Johnson, Wallace & Company 

and Stephen Whitman & Son, are packing GI chocolates in hermetically sealed 

l-pound tins. Orders have been placed with the American Can Company for 
approximately 6,000,000 one-pound cans. 


Illustration, Courtesy of Packaging and Shpping 


for confectionery when loss of valu- 
able tin supplies necessitated the 
WPB order against tin for most 
civilian purposes. 

Fresh, wholesome candy, safe in 
vacuum packed cans, is a booster 
to the morale of fighting men. Prob- 
lems arising from paper packaging, 
which absorbed moisture under the 
severe Pacific conditions, resulted in 
the decision to use tin containers, 
according to Capt. Guy P. Felton, of 
the Army Exchange Service. The 
metal can was decided upon, he said, 
not only to protect the candy from 
spoilage in the humid climate and 
from insects, but to protect its qual- 
ity when it becomes necessary to 
drop supplies in the water near the 
shore. 

Chocolate candy has proved to be 
an excellent morale builder for the 
armed forces, particularly for the 
men in the Pacific, according to 
Captain Felton. The decorative cans 
are a further lift to morale, he said, 
as they suggest the prewar packages 
to which the men were accustomed 
at home, and stand out among the 
olive drab containers on the shelves 
of the Post exchanges. 
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Original Photo by American Can Co. 


at the Post Exchanges, and the man- 
ufacturers, report that the demand is 
far in excess of the supply. 


Chocolates are being packed by 
four large companies, Huyler’s, How- 
ard Johnson, Wallace & Co. and 
Stephen Whitman & Son. Six million 
brightly-colored, one-pound cans, 
similar to those used for coffee, are 
being supplied to these manufacturers 
by the American Can Co. 


According to Charles L. Payne of 
Wallace & Co., New York, the cho- 
colates supplied by his company are 
of the fancy grade and include reg- 
ular sized, coated pieces such as 
almonds, walnuts, fruits, caramels, 
nougats, creams and marshmallows. 
Wallace & Co.’s cans are lined with 
corrugated glassine paper, and 48 to 
50 separately glassine-cupped candies 
are packed in divided layers, so that 
the candies cannot fuse together. 


Lummis & Company of Philadel- 
phia produces a somewhat different 
type of tinned confection. W. D. 
Yeager, president of this firm, states 
that at present his company uses 
whatever vacuum cans are available, 
but will return to the coffee-type, 


key-opening can, used before the 
war, as soon as possible. Lummis 
Krispy Krunch is a tender peanut 
candy—lots of peanuts in chunky 
pieces of a semi-brittle base of mo- 
lasses, sugar, corn syrup, soda and 
salt. Lummis Krispy salted Peanuts 
are blanched Virginia peanuts toast- 
ed in vegetable oils. A few of these 
Lummis canned confections are sold 
for civilian consumption whenever 
cans are especially plentiful. 

Mr. John S. Swersey, Vice Presi- 
dent of Huyler’s reports that in 
preparing the contents of their tins 
considerable attention has been given 
to the manufacture of special type 
centers utilizing the same HUYLER’S 
formulas and “know how” famous in 
candy making since 1876. Selection 
of the centers was made to include 
only those which would best with- 
stand the sealing process and afford 
maximum taste enjoyment to our 
fighting men in tropical countries. 


Mass Opens Distribution Outlet 

Mr. A. H. Mass who for the past 
twelve years has been actively en- 
gaged as buyer, vice president and 
director of the Sun Ray Drug Co., 
a chain of 44 drug stores in Penn- 
sylvania, New Jersey and Delaware, 
will open his own distribution out- 
let, in California soon under the 
name of Mass Distributors, Inc. Mr. 
Mass’s many years of retail and job- 
bing experience will be of invaluable 
service to the many concerns who 
will be contacted through this new 
concern. 


@ Utilizing aluminum foil and a 
film with a plastic base, a new 
packaging material for the mois- 
ture protection of airplane en- 
gines and replacement parts was 
announced recently by the Good- 
year Tire & Rubber Company. 
The new material is being devel- 
oped by the Dobeckmun Com- 
pany of Cleveland, and is being 
fabricated into envelopes for the 
packaging of airplane engines by 
the Kennedy Car Liner & Bag 
Company of Shelbyville, Ind. The 
new film, designed as Metalam 
No. 140, will release about 70,000 
pounds per month of natural 
rubber. 

® The Technical Survey, a weekly 
report on advances in technology, in 
the few months since its introduction, 
has acquired an important position 
in American technical circles. Many 
concerns are in need for concise, up- 
to-the-minute news of the new devel- 
opments; and postwar industrial 
plans. Domestic subscription rate is 
$25 for one year. 
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Champlain COMPANY, INC. 


SUBSIDIARY OF THE FRED GOAT CO., INC., EST. 1893 


636 ELEVENTH AVENUE, NEW YORK 19, N. Y 











Candy Merchandising 
FOR CANDY DISTRIBUTORS 


Candy Merchandising is a magazine devoted to 
the distribution problems of over 9,000 candy, 
drug, grocery and tobacco dealers as well as other 
large volume buyers 
of candy, listed below. 
These outlets sell 86% 
of all candy. Candy 
Mercandising is the 
ONLY magazine dedi- 
cated exclusively to 
the jobbers and vol- 
ume buyers of candy. 
It is pocket sized and 
timed for the major 
buying periods, Fall, 
Winter, Spring and 
Summer. 





STREAMLINED 
AND TIMED 
TO REACH .. 


Jobbers 
Syndicates 
Food Distributors 


All Types of Chains 
Grocery Distributors 
Large Retail Buyers 


Army Post Exchange 
Navy Post Exchange 
Marine Post Exchange 


Candy Merchandising and its Candy Buyers’ Di- 
rectory (the candy industry’s RED BOOK), guar- 
antees you a coverage of 5,000 of-the buyers listed 
below and 10,000 with its Directory issue. CCA 
figures available to prove this statement. The cost 
of a campaign in Candy Merchandising and The 
Candy Buyers’ Directory is very low, only $427.50 
for a page in each of the four issues. Write now 
for rates and information. 


CANDY 
MERCHANDISING 


(MCLUOING THE 









Confectionery Buyer 


P. W. ALLURED, Publisher 


400 WEST MADISON STREET 
THICAGO 6, LLINOTS 
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Metal Strapping Industry Gets Steel 


The metal strapping manufacturing industry has 
been allotted 10,900 additional tons of carbon steel, 
bringing total allotments for the third quarter to 
129,500 tons, the WPB has announced... . . Quo- 
tas on the use of new fiber shipping containers 
for food products have been made interchangeable 
in a move designed to ease quota restrictions with 
a few exceptions, the WPB announced recently. 
The change was made by amending Schedule III 
of Order L-317. The exceptions to this change 
are: meat and meat products; fishery products; 
dairy products; eggs; unprocessed fresh fruits and 
vegetables. 








Mr. Karl E. Prindle has been appointed vice 
president in charge of products development of the 
Dobeckmun Co., Cleveland. . . . Robert Gair Co., 
Inc., New York City has announced that a factory 
for the manufacture of corrugated products will be 
built on property recently purchased at Bingham- 


ton, N. Y. 


Waste paper salvage collections must top 660,000 
tons per month as compared to 575,000 tons at 
present, according to the WPB if the rising de- 
mands of the military for paper and paperboard are 
to be met. .... Mr. Clemons H. Davis has been 
named manager of the foil division of Reynolds 
Metal Co., for the Detroit, Cleveland, and Pitts- 
burg areas, with headquarters in Detroit. : 
Paisley Products, Inc., Chicago, manufacturers of 
glues, pastes, resin adhesives, cements and related 
chemical products, has announced extensive plans 
for the enlarging and modernizing of the present 
factory. 


Sylvania Industrial Corp., has tested the sale of 
cellophane-wrapped dishes of potato salad as well 
as cold cuts in delicatessen stores. They report that 
a substantial sales jump was made on these products 
when presented in cellophane wraps. . .. The 
American Can Company has set up a new branch 
laboratory at Los Angeles, according to Mr. James 
A. Stewart, vice president of the company 


©“Polythene,” a war-born member of the du Pont 
plastics family, will find many uses in the pack- 
aging of American peacetime products, according 
to Mr. Robert L. Bailey, E. I. du Pont Company 
official. Characteristics of this material are relative- 
ly low moisture permeability, flexibility and tough- 
ness over a wide range of temperatures, and ex- 
treme resistance to chemicals and solvents. One 
post-war use suggested is to impregnate paper con- 
tainers for milk and other containers. 


@ The “Resyn” Division of National Adhesives has 
developed a solvent-free, synthetic, resin emulsion 
for adhering labels to “V” board, wood, and black 
or galvanized iron which also serves as a water- 
proof label coating. This product, in addition, has 
been found to adhere export labels firmly to syn- 
thetic rubber trees. The new adhésive can be ap- 
plied by brush or gumming machine, is very fast- 
setting and dries tack-free, even under high hu- 
midity conditions. 
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IDEA WRAPPING 
MACHINES 
FAsT-EFFICIENT RELIABLE 


ANDY manufac- 

turers both large 
and small prefer 
IDEAL WRAPPING 
MACHINES because 
they previde the 
economies of fast 
handling along with 
dependable, wuninter- 
rupted operation. In 
ase the world over, IDEAL 
Machines are building a 
service record that stands 
unmatched and unchal- 
lenged! Our unqualified 
guarantee is your protec- 
tion. Two models available: 
SENIOR MODEL wraps 16¢ 
pieces per minute; the new 
High Speed Special Model 
wraps 325 to 425 pieces 
per minute. Investigation 
will prove these machines 
are adapted to your most 
exacting requirements. 












WRITE FOR COMPLETE SPECIFICATIONS 


IDEAL WRAPPING MACHINE (0. 
MIDDLETOWN, N.Y. U.S. A. 





du Pont Asks Increased Cellophane Output 


E. I. du Pont de Nemours & Company has announced 
an application to the War Production Board for a major 
expansion at the cellophane plant in Clinton, Iowa. The 
expansion program, if approved by WPB, would require 
about a year to complete. While a substantial part of 
the production of cellophane has been allocated to the 
war effort and it is indicated that war uses will continue 
to consume a major share of the output until the end 
of the Japanese. campaign, the Du Pont Company is plan- 
ning for greater post-war production capacity. 





Oakite Issues Booklet 


Simultaneously performing the triple function of de- 
odorizing, cleaning and disinfecting in one operation, 
Oakite TRI-SAN is announced as a basically new sanita- 
tion development designed to lower the cost and simplify 
the handling of industrial plant hygiene. Material is a 
white powder, completely soluble in water and is applied 
to surfaces in the same way as any cleaning material 
which is dissolved in water. Solutions have no odor and 
leave none. A 20-page illustrated booklet gives case 
histories and describes various applications of Oakite 
TRI-SAN for killing odors, disinfecting, cleaning and 
mold control in a wide range of industries. 





® The Parafined Carton Research Council, an af- 
filiate of the Paraffined Carton Association, 111 W. 
Washington St., Chicago, has started a program to 
improve the packaging of food products in the dairy 
and related fields, with the first research to be done 
on the problem of packaging butter to preserve 
quality and flavor. 
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Decopad Saves Paper 
(Our new Candy Pad) (as weil as money) 


by *® Deep embossing 
® Lighter backing 
® Eliminating wrappers 
(due to special cutting method ) 
® Use of light shipping containers 


* Cutting with less waste 


Other Sweetone Products 


Dipping Papers Chocolate Dividers 
Shredded Papers Boat & Trays 
Waxed Papers Layer Boards 


Globular Parchment Die Cut Liners 


Embossed Papers Partitions 


Write for Samples and Prices 


George H. Sweetnam, Inc. 
282-286 Portland Street 
Cambridge, Mass. 





Representatives in Philadelphia, Detroit, 
Chicago, Dallas, New Orleans and Los Angeles 
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MACHINERY FOR SALE 
For Sale—1 Ideal Caramel Wrap- 

ping Machine No. 143-IXIX%4 
to 34, Type Special, complete 
with sizer; also have a quantity 
of 2% inch waxed paper in rolls 
to fit machine. Address G-74511, 
c/o The Manufacturing Confec- 
tioner, 400 W. Madison St., Chi- 
cago 6, IIl. 





1—Simplex starch buck (wood) 
$500:00. 2—hand printers, $25.00 
and $50.00. 1,000—starch trays, 
35¢ ea. Used and new siarch, 3c 
lb. 1—starch tray truck, $50.00. 
1—Greer Peanut Cluster machine, 
like new, with 2 sets of dies, 
$2,500.00. 1—National 16 in. bot- 
tomer with cooling table, $75.00. 
1—3 HP steam boiler (gas fired). 
$100.00. 1—Heilman ball ma- 
chine, $100.00. 1—Centure dough- 
mixer 1 barrel size, $275.00, 1— 
Racine duplex sucker machine 
with 2 sets of rollers and 24 ft. 
conveyor, $500.00 1—LP Pack- 
age Machinery pop-wrapping ma- 
chine, will wrap either cellophane 
or waxpaper, $2,250.00. Open fire 
kettles, different sizes, $10.00 ea. 
1—5x3x2 steel tank on wheels. 
$25.00. 4—crystallizing stands, 
$15.00 ea. 1—Chocl. wafer-ma- 
chine, $75.00. All above prices 
F.O.B. F. H. Starck, Upper 
Saddle River, N. J. 


Kiss, Salt Water Taffy, Wrap- 

ping Machine. Package, Ma- 
chinery KH. Wraps long pieces. 
Large Hildreth Pulling Machine. 
Both in first class condition. 
Working like new. Barbara Frit- 
chie Chocolates, Frederick, Mary- 
land. 
1—Racine Automatic Sucker Ma- 

chine M. D. 754, Size S-1 with 
rolls for suckers, _ flat-oblong 
shape, provided with 24-ft. con- 
veyor, air pipe. Machine is motor 
driven—motor included. Crated 
F. O. B. Merrill. Merrill Candy 
Co., 1215-17 E. Main St., Merrill, 
Wis. 
1—Used Racine Depositor, Mod- 

el 259, Size 112 with 10 & 20 
Nozzle pump bars, belt drive. 
Merrill Candy Co., 1215-17 E. 
Main St., Merrill, Wis. 
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RATES: Line 35¢ (Bold Face 70c); Display—Col. In., 1 time $6.00, 2 or more $5.00. 


"MACHINERY FOR SALE 


New or Rebuilt guaranteed in 
first-class condition: 3—York 
Batch Rollers with motors. 2— 
Automatic Batch Rollers. 2— 
Hard Candy Sizing Machines. 
4—5’ x 4’ Cooling Slabs. 1—Hil- 
dreth Pulling Machine with Mo- 
tor. 1—40 Gal. Steam Jacketed 
Kettle with agitator, etc. (with 
or without motor). 1—50 Gal. 
Tilting Steam Jacketed Kettle, 
with agitators, etc. and motor. 
1—75 Gal. Steam Jacketed Kettle 
with agitator, etc. (with or with- 
out motor). 1—Ball 5 Foot 
Cream Beater with motor. 1— 
F & B 5 Foot Cream Beater with 
motor. 1—Dayton 5 Foot Cream 
Beater with motor. 1—Mills 6” 
x 10” Large Mint Puff Machine, 
with or without motor. Also 
other miscellaneous equipment. 
Address G-74514, c/o The Manu- 
facturing Confectioner, 400 W. 
Madison St., Chicago 6, III. 





For Sale: Emold 6-wide auto- 


matic labeling machine; also 
semi-automatic labeling machine, 
cap. 40 bpm; 100 gallon stainless 
steel 2/3 jacketed kettle tested to 
90 Ibs. working pressure; must 
be sold immediately. Address 
H-8455, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St., Chicago 6, Ill 


Conveyor For Sale: 350 ft., 15” 

wide gravity case conveyor, 
ideal for boxes, cases, cartons. 
Priced reasonably. Address H- 
8456, c/o The Manufacturing 
Confectioner, 400 WW. Madison 
St., Chicago 6, Il. 





Complete Pan Department: 
Twenty-two (22) 38” Revolv- 
ing Steam Pans. Five (5) Polish- 
ing Pans (2 with coils, 2 ribbed 
and 3 felt-lined). Five (5) 30- 
gallon Boiling Kettles. Two (2) 
10 H.P. motors; Two (2) 5 H.P. 
motors. Hangars, shafting, belt- 
ing, pulleys, good condition. Ad- 
dress H-8454, c/o The Manufac- 
turing Confectioner, 400 W. 
Madison St., Chicago 6, III. 





MACHINERY FOR SALE 
Have Revolving Pans with coils 

and other equipment. Want to 
trade for Revolving Pans with 
ribs. Address H-8457, c/o The 
Manufacturing Confectioner, 400 
W. Madison St., Chicago 6, IIL. 





HELP WANTED: MALE 
Real Opportunity for candy mak- 

er or foreman for plant in the 
East, who feels he has the quali- 
fications for Factory Superinten- 
dent but never had the opportu- 
nity. Present Superintendent be- 
ing promoted to General Plant 
Manager. If your qualifications 
are suitable, we will train you for 
position. State age, experience, 
salary expected and reasons for 
thinking that you can fill this 
position. School House Candy 
Company, 296 Charles Street, 
Providence, R. I. 





Help Wanted—experienced sales 

executive by hard candy manu- 
facturer in Chicago doing na- 
tional business with chain stores, 
department stores and jobbers 
Must have good personality and 
be good correspondent. Address 
G-7454, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St., Chicago 6, Il. 





Help Wanted: Enrober man fa- 
miliar with Greer and National 
Enrober Machines. Steady work, 
good pay and pleasant surround- 
ings. Apply Andes Candies, 4430 
N. Clark St., Chicago, III. 
Candy Maker—for all types of 
high-class candies, and particu- 
larly experienced in operating en- 
rober. Only responsible man with 
good references should apply for 
steady job in New York City, 
with good pay and vacation. Ad- 
dress G-7455, c/o The Manufac- 
turing Confectioner, 400 WW. 
Madison St., Chicago, III. 





USE M.C. CLASSIFIED ADVER- 


Equipment. 











THE MANUFACTURING CONFECTIONER 


TISING to Sell or Buy Used 
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WANTED 


Your Surplus Equipment 


Now is the time fo sell your unused 
candy machinery --- to clear out the 
extra unifs you do nof really need. 











HIGHEST CASH PRICES 


We will give you cash for your old 
machinery. Never again will prices 
be so high. Act now! Write or wire 
us today listing what you will sell. 




















Idle machinery takes up valuable floor space, increases 

. cleaning and maintenance costs, and can be a fire and 
accident hazard. Convert the equipment you seldom 
or never use into an asset—CASH! We will buy im- 
mediately, paying prices you can never hope to get 
again. 











a union STANDARD 
EQUIPMENT COMPARY 


318 LAFAYETTE STREET - CABLE ADDRESS “CONFECMACH” 
NEW YORK CITY 
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CLEARING HOUSE 


















HELP WANTED: MALE 
Wanted: Experienced pan man 

by large middle west candy 
manufacturer. Steady work. 
Write, give age, experience, and 
salary expected. Address G- 
74518, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St., Chicago 6, IIl. 





HELP WANTED: FEMALE 





Managers for Candy Depts. in 

department stores. Best wages. 
Chances for advancement. Full 
cooperation. ‘Answers to be held 
in strict confidence. Give full de- 
tails first letter. Address H-8452, 
c/o The Manufacturing Confec- 
tioner, 400 W. Madison St., Chi- 
cago 6, IIl. 





MACHINERY WANTED 


Will Pay Cash for Simplex Vac- 
uum Cookers, Steam or Gas. 
Also Dayton, Racine or Ball 5 
Ft. Cream Beaters. Advise con- 
dition and quote lowest price. Ad- 
dress G-74515, c/o The Manufac- 
turing Confectioner, 400 W. 
Madison St., Chicago 6, IIl. 


Powder filling machine to fill one 
pound packages. Address H- 
8459, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St., Chicago 6, Il. 

















WANTED 


YOUR IDLE MACHINERY 


WILL BUY FROM SINGLE ITEMS 
TO COMPLETE PLANTS 





URGENTLY WANTED: Coppee Coating 
Pans and Vacuum Pans; Tablet Machines; 
Dryers and Mixers; Jacketed Copper and 
Aluminum Kettles. Describe fully and 
quote prices. 


3 








THE KEY 1O SAVING TIME AND MONEY 


NSOLIDATI 


NEW YORK 7, N. Y. 











Wolf Peanut Coater and Revolv- 

ing Pan. Address H-8453, c/o 
The Manufacturing Confection- 
er, 400 W. Madison St. Chicago 
6, Il. 
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RATES: Line 35c (Bold Face 70c); Display—Col. In., 1 time $6.00, 2 or more $5.00. 


SALES LINES WANTED 





Candy Sales Representative who 

has sales force, offering serv- 
ices to confectionery manufac- 
turers now and the postwar. Cov- 
ering five Eastern states border- 
ing Atlantic Ocean — Virginia, 
North Carolina, South Carolina, 
Georgia and Florida. Corres- 
pondence invited. H. L. Jordan 
& Co., P. O. Box 572, Florence, 
a & 





Candy and Allied Lines—After 

16 years with Luden’s, Inc., 
have resigned and entered brok- 
erage business. Interested in 
candy and allied lines for Florida, 
Georgia, Alabama. T. H. Hubert, 
c/o Hubert Brokerage Co., P. O. 





Candies, Specialties Novelties 

wanted for New England. Will 
give complete coverage to candy, 
tobacco, drug and chain accounts. 
Have been one of Schutter Candy 
Company top producers for twen- 
ty years. Excellent trade follow- 
ing. Contact James W. Butler, 
150 So. Main St., Randolph, 
Mass. 





Export to Switzerland. Swiss 

merchant with excellent con- 
nections among candy, chocolate, 
and confectionery manufacturers 
in Switzerland seeks the repre- 
sentation of American manufac- 
turers of raw materials, extracts, 
essential oils and flavors for the 
candy, chocolate, and confection- 
ery trade. Write to Jak, Meisels, 
Zurich, Todistr. 26. Switzerland. 
Reference: Association of Swiss 
candy and confectionery manu- 
facturers. 





PLANTS WANTED 


Candy Making Plant Wanted: 

Highly responsible firm is in- 
terested in purchasing a good 
going candy manufacturing busi- 
ness complete with equipment, 
materials and help. In replying, 
please state types of candy now 
being made as well as those that 
can be manufactured with pres- 
ent facilities. Box 1240, 217-7th 
Ave., New York, N. Y. 











PLANTS WANTED 
Wanted: Wholesale Candy Fac- 
tory. Address G-74519, c/o 
The Manufacturing Confection- 
er, 400 W. Madison St., Chicago 
6, Ill. 











MISCELLANEOUS 


We offer $15.00 for a copy of 

Matthew Berman’s “The How 
& Why of Candy Making” 
Please check through your book 
shelves and see if you have a copy 
you are not using. Address G- 
7457, c/o The Manufacturing 
Confectioner, 400 W. Madison 
St., Chicago 6, III. 








WE BUY & SELL 


ODD LOTS « OVER RUNS « SURPLUS 


9 Cellophane 
BAGS 
SHEETS*-ROLLS-SHREDDINGS 
Cellophane rolls in cutter boxes 10€ ft. or more 
Won - @testine Baga, Shoots & Soll 


Tying Ribbons-All Scotch Tape 
Colors & Widths Clear & Colors 


Diamond “Cellophane” Products 


Harry L. Diamond 
Sales Representative 
2902 So. Michigan Ave., Chicago 16, Ill. 


























Wanted: Pineapple Cores in brine 

or water in any size and quan- 
tity. Henry Laber, 819 E. 5th St., 
New York 9, N. Y. 





- WANTED TO TRADE 








Vanillin, Coumarin, Cocoa, meth- 

yl anthranilate, etc. for glucose. 
Confidential. Address H-8451, 
c/o The Manufacturing Confec- 
tioner, 400 W. Madison St., Chi- 
cago 6, IIl. 





POSITIONS WANTED 





Shop foreman or Superintendent 

with experience in a full line of 
high grade chocolate pkg. line, 
retail or wholesale. Available at 
once. Address H-8458, c/o The 
Manufacturing Confectioner, 400 
W. Madison St., Chicago 6, IIL. 


THE MANUFACTURING CONFECTIONER 








j 









ews & 





' 





Racine Model M Die Pop Machine 
Recently acquired but ready now for 
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IMPORTANT OFFERING! 


Immediate Delivery lant 


OF THIS MODERN CANDY MACHINERY: 
2 Package Machinery L. P. 2 Sucker Wrappers. 


complete with 2 premelt kettles. 


4 York 6' and 7' Batch Rollers. 


& Cooling Tables, 3' x 8’. 


immediate delivery. 


HARD CANDY DEPARTMENT 


Gaebel Continuous Automatic Plastic 
Hard Candy Outfit with automatic 
batch roller, heated sizer, plastic 
cutter with all chains and cutting 
conveyor. 

Simplex Steam and Gas Vacuum Cookers. 

Berten Plastic Machine with large assort- 
ment of dies. 7 

Hildreth Pulling Machines, No. 6 Double 
Arm, 200 Ib. cap., motor driven. 

Package Machinery Model KH, Long 
Salt Water Taffy Wrapper. 

Package Machinery Model K and KD 
Kiss Machines with motors. 


MIXING AND COOKING KETTLES 


10 to 150 gal. cap. Single and Double 
Mixing Kettles, Stationary and Tilting 

Package Machinery Model L.P. 2 Types. 

An important Union Standard Equip- 5 to 250 gal. Steam Jacketed Copper 

ment offering, with rebuilt guarantee. Cooking Kettles, all types and makes 

with and without bottom outlets. 


| Package Machinery L. P. Sucker Wrapper. 
| National Equipment 1000 Ib. Capacity Continuous Cooker 


3 Racine Model M. Die Pop Machines. 


2 Racine Sucker Machine with Conveyors. 





Bargains por Every Department 


MOULDING DEPARTMENT 
National Equipment Wood and Steel 
Moguls. 
Double Huhn Starch Dryer. 
National Simplex Starch Bucks. 


National Equipment Crystal Cooker and 
Cooler. 


Werner Crystal Cooker and Cooler. 
Marshmallow Beaters. 


Friend "Bostonian" Hand Roll Machine, 
motor driven with automatic features. 


CHOCOLATE COATING DEPT. 


16", 24" and 32" National Equipment 
Enrobers with automatic Feeder, De- 
tailer, Cooling Tunnels and Packing 
Tables. 


300 to 2000 Ib. Chocolate Melting and 
Mixing Kettles. 








24" NATIONAL EQUIPMENT COATER 
Not listed elsewhere, this machine may help you modernize your coating 
department. 





These machines are only a few of many 
in our extensive stock. Write or wire 
us your requirements, or ask for our 
catalog. We have other modern, labor- 
saving machines you may need. 


tisk Us! 








UNION STANDARD EQUIPMENT CO. 


318-322 Lafayette Street 


NEW YORK, N. Y. 


Cable Address—''Confecmach’™ 






May We Suggest... ? 


Recent, we attended a dinner. 
The Food Forum invited a lot 
of us editors to hear Mr. Roy F. 
Hendrickson, Deputy Director Gen- 
eral, United Nations Relief and Re- 
habilitation Administration 
(UNRRA), talk on “The Coming 
Winter in Europe.” 

We have been prone to crab about 
the meat shortage and the paucity of 
candies on the stands. We’ve crabbed 
about ’most everything! 

After hearing this talk on condi- 
tions in Europe, we were darned 
thankful to be able to buy a nickel 
candy bar occasionally. We think our 
distribution system has operated in- 
efficiently but it has not broken 
down. We have merely been on the 
outer fringe of the war. 

UNRRA was created by the United 
Nations to meet the needs of those 
countries lacking sufficient funds to 
import supplies. Some European 
countries are financing their own im- 
ported relief supplies; others require 
limited assistance: some, such as 
Greece, Yugoslavia, Albania, Czecho- 
slovakia and Poland need lots of aid. 

Emphasis is being laid on inland 
transport supplies, on agricultural re- 
habilitation materials, on raw cotton 
and raw wool to restore the produc- 
tivity of textile mills, and on tools. 
Despite this, food is the biggest item 
in UNRRA’s shipping program. 

For example, among foods needed 
for the period of July through De- 
cember, is 102,000 tons of sugar. 
The U. S. must be called upon for 
the largest share but substantial 
quantities are being obtained from 
Canada, Brazil, Mexico, Cuba, Latin- 
American countries, Australia, New 
Zealand, the United Kingdom, South 
Africa and others. 

UNRRA_ will emphasize _ plain, 
staple foods. Meat, milk products 
and fats are very scarce in Europe 
and malnutrition faces many people. 

During the war, we told the people 
in the countries over-run by the 
Germans, to continue to harass the 
enemy and that their sacrifices would 
not be in vain: that when liberation 
came, stocks of supplies would arrive 
to assist them. 

Mr. Hendrickson’s picture of Eu- 
ropean conditions unless we do our 
part towards furnishing some of the 
protective foods, is far from pretty. 
So let’s not grumble because sugar, 
fats and oils continue short for 
months to come. Let’s be grateful 
that we can still bite into a caramel 
and let’s support UNRRA in its hu- 
manitarian work. 

We present the above informally. 
You see, there are times when even 
editors dine and think. 
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Topay in the driving rains and high humidity of our 
tropical fronts vital trench mortars are going into 
action because their powder is protected by Sylvania 
cellophane. Specially developed in Sylvania’s labora- 
tories, these ammunition wrappings keep out water 
and moisture vapor, insure effective propellant pow- 
der under the most difficult conditions. 

The qualities of versatile Sylvania cellophane that 
keep moisture from powder are equally effective in 
protecting candy and other products from moisture. 
Therefore better protection through cellophane will 
be available in the postwar world as a result of 
Sylvania’s unique wartime developments. 


Made only by SYLVANIA INDUSTRIAL Corporation 


Manufacturers of cellophane and other cellulose products since 1929 
General Sales Office: 122 E. 42nd St., New York 17, N.Y. *& Plant and Principal Office: F redericksburg, Va. © Registered Trade Mark 





TIME-HONORED PRODUCTS 


CORN SYRUP UNMIXED 
CONFECTIONERS’ STARCHES 
DEXTROSE (REFINED CORN SUGAR) 


QUALITY 
UNIFORMITY 
DEPENDABILITY 





OUR SERVICE DEPARTMENT 
WILL BE GLAD TO HELP YOU 
WITH YOUR TECHNICAL 
PROBLEMS. 











CLINTON COMPANY 


CLINTON, IOWA 


* For Victory * 
BUY UNITED STATES WAR SAVINGS BONDS 








